Margarine Makers 
Ready to Push 


Untaxed Product 


* Colored Margarine Free 
of 10¢ per Lb. Federal 
Tax Effective July 1 


By JacK GRAHAM 

Cuicaco—The nation’s marga- 
rine manufacturers are priming 
their promotional guns for the bat- 
tle expected to start when federal 
tax restrictions are lifted July 1. 
Increased advertising, premiums 
and other promotions will be the 
mmmunition in this struggle for 
ew markets that are expected to 
ppen up because of the 10¢ per 
pound drop in prices made pos- 
sible by elimination of the tax 
ion colored margarines. 
Despite the lifting of federal re- 
strictions, yellow margarine will 
be available in only 33 states and 
the District of Columbia, its sale 
being prohibited by state law in 
the other 15 states. 

All margarines will have a “new 
ook” after July 1, as the new 
law specifies that the word “oleo- 
margarine” appear in letters as big 
as (or bigger than) any other let- 
tering on the carton or other wrap- 
ping. Forced to redesign their car- 
ions anyway, most manufacturers 
Made other changes, a principal 
ne being the inclusion of a win- 
low, or other opening, so that the 
broduct is visible to the consumer. 


Still another design change is 
e switch to the “flat pack” type 
f carton, with the four prints of 
argarine lined up in a row, in- 
ead of the conventional square 
ack usually associated with but- 
2, 
In addition to playing up the 
act that yellow margarine is now 
ax-free, several manufacturers 
lan to promote other features of 
(Continued on Page 55) 


ife’ to Boost Ad 
Rates 4% Next April 


New York—Advertising rates 
bn Life will be increased 4% ef- 
ective April 2, 1951. The maga- 
Zine’s circulation base will con- 
inue at 5,200,000. 

Andrew Heiskell, publisher, in 
aking the announcement, said 
hat cost trends beyond the pub- 
lication’s control make the in- 
rease in rates necessary. “A year 
ago,” he said, “Life reduced its 
rates 3% because we thought that 


levels was downward.” Now, he 
Added, “increases in express, 
freight and other transportation 
eharges and communication costs 
have either taken place or are in 
the offing.” 
Examples cited by Mr. Heiskell 
- a 4% hike in freight rates 
September affecting “mate- 
rials going into paper mills and 
paper being delivered to our print- 
ers,” and a 10% increase in express 
rates in March “affecting distribu- 
ion costs on approximately half of 
Our newsstand sales.” 


the general future trend of price. 


WONDERFUL 
FOR SUMMER 
EATING! 


wa, far Oat che tune canght hy mur mighty Fat & elippern- 
,% ee nett 1hy one Fingss (2 pad «ner te enemas 


4 Se 
A) te Same -O-Chichen te Srpast O-Chichan bongs yx 
at Wy the beet OF tune, White tebe fer fine exit prom 
#17" Geman tobe! fer fine meaty chamks Get + tin or tue temerrew —~ 


in Life this 


ALTERED—This color 
week originally carried the line “As ad- 


page 


vertised in Life,” but the magazine 
wouldn't accept it that way. (See story 
on Page 27.) 


Sales Volume Is 
Up At Summer 


Furniture Show 


Prices Up Slightly; Big 
Furniture Manufacturers 
Set Larger Ad Budgets 


Cuicaco—If the home furnish- 
ings industry is indicative of bus- 
iness in general, then the re- 
mainder of 1950 will be more prof- 
itable than the same period last 
year, and should approach 1948's 
prosperous second half. 

This optimistic forecast is based 
on business being done at the sum- 
mer home _ furnishings . market 
June 19-29 at the American Fur- 
niture Mart and the Merchandise 
Mart here. Spokesmen for all seg- 
ments of the industry report orders 
running ahead of the ’*49 summer 
show. 

Prices at the summer market 
were estimated to range from 1% 
to 6% higher than they were at 
the winter market, with the ex- 
ception of television sets, which 
were lower (and further price re- 
ductions were indicated on the 
opening day when Admiral Corp. 
announced TV _ set’ reductions 
ranging from $80 to $200), and 

(Continued on Page 59) 
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PI Deals Wane, 
Survey of Radio 


Industry Shows 


Agencies Still Getting 
Offers, but Trend Is 
Toward Card Rates 


By MAurRINE CHRISTOPHER 


New YorK—Bustling with activ- 
ity on several fronts a year ago, 
per inquiry radio today is waning. 
This decline is more than the usu- 
al summer slump which hits many 
businesses when the thermometer 
rises. 

Most industry sources consulted 
by AA are convinced that PI (an 
arrangement whereby a _ station 
permits a product to be advertised 
on its time, payment to be made 
later on the basis of sales, not 
card rate) has seen its best days. 
This opinion holds, despite the ad- 
vent of a new company, Radio Val- 
ues Inc., which numbers among 
its organizers L. H. Crites, media 
director of General Mills; J. James 
Neale, vice-president of Dancer- 
Fitzgerald-Sample; and Harry 
Hobbs Jr., formerly of D-F-S. 

One of the strongest indications 
of this trend is the experience of 
the Mail Order Network. Harold 
Kaye, who last fall launched his 
“network” by signing WOR, one 
of the country’s top stations, for 
PI merchandising on its all-night 
show, now is concentrating on the 
rate card type of radio. 


a Mr. Kaye, who says that he once 
had as many as 60 stations in his 
PI lineup, is moving toward more 
orthodox time procurement ar- 
rangements for purely economic 
reasons. 

“If an advertiser has a really 
hot offer, he can make much more 
by buying time,” he said. “We 
never attempted to make PI deals 

(Continued on Page 56) 
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as ‘Steel’ Resigns from ABC 


New York—The Association of 
National Advertisers tossed two 
bombshells in the direction of 
media—and of the ABC—last week 
with a formal statement urging: 

1. Auditing the occupational 
breakdowns of that portion of 
ABC business papers which is 
controlled. 

2. The development of maga- 
zine audience measurement, in 
addition to existing circulation 
measurement. 

The statement, which had been 
read to the ABC board at its meet- 
ing last week, in confidence, was 
specifically designated as having 
the “unanimous endorsement” of 
the ANA board of directors and 
of its advisory committee of past 
chairmen. 


a The statement was described by 
Paul B. West, ANA president, as 
embodying “the carefully consid- 
ered views of ANA and sets forth 
its position on circulation audits 
and readership research, subjects 
that have become confused and 
somewhat controversial. 

“It is fair to say that the views 
set forth express the convictions 
of advertisers represented by the 
ANA,” Mr. West said, “and reflect 
a deep-seated feeling that some- 
thing ought to be done to clear 
away the confusion and contro- 
versy revolving around these sub- 
jects. : 

“In our opinion,” Mr. West con- 
tinued, “this statement offers a 
platform on which all elements 
concerned can unite and thereby 
clear up the confusion and con- 
troversy which is retarding the 
forward progress of advertising.” 


a While the statement declares 
(Continued on Page 55) 


Last Minute News Flashes 


Jones Opens Chicago Office: Fights for Norge 
Cuicaco—Duane Jones Co. reacted to announcement last week that 
J. Walter Thompson Co. would take over the Norge Division of Borg- 
Warner Corp. by announcing the opening of an office in Chicago [open- 
ed three weeks ago] to service the account. In charge of the office, in 
the LaSalle-Wacker Bldg., is Lawrence D. Milligan, previously an ac- 
count executive with Aubrey, Moore & Wallace. Hollis C. Doss, for- 
merly manager of the sales plan division of Hotpoint Inc., has been 


appointed Norge account executive. 


Borg-Warner officials assured AA that “your story last week was 
correct,” and that JWT is scheduled to take over the Norge account 
at the end of the year, but reiterated that they are not happy over the 
premature JWT release of the news. In the meantime, Duane Jones 
will carry on with this year’s program. 


Benton & Bowles Gets Carling’s Red Cap Ale 


CLEVELAND—Brewing Corp. of America has appointed Benton & 
Bowles, New York, to handle advertising for Carling’s Red Cap ale. 
Leo Burnett Co. formerly handled the account. Lang, Fisher & Sta- 
shower, here, handles Carling’s Black Label beer. 


Super Market Institute Plans 5¢ Magazine 

New YorK—The Super Market Institute will publish a 5¢ consumer 
magazine this fall. Initial circulation guarantee will be 1,000,000 copies 
monthly. Distribution will be through supermarkets of institute 
members only. The institute and Mass Market Publications Inc. have 
signed the publishing agreement. Name and ad rates of the new paper 
are expected to be announced within the next two weeks. 


(Additional News Flashes on Page 59) 


CLEVELAND—Steel, principal 
publication of Penton Publishing 
Co., last week announced its re- 
signation from the Audit Bureau 
of Circulations, of which it has 
been a member since 1918. 

In releasing the text of its letter 
of resignation, the publication 
made it clear that the reason was 
the unwillingness of ABC to pro- 
vide an occupational breakdown of 
that portion of Steel’s circulation 
which is controlled. 

: This has been a bone of conten- 
tion within the business paper di- 
vision of ABC for several years. 
The resignation of Steel is the only 
resignation from ABC based pure- 
ly on a matter of principle which 
any one can recall in recent years. 


s The text of the letter from Steel 
to James N. Shryock, managing 
director of the ABC, dated June 
8, and signed by J. W. Zuber, busi- 
ness manager, says: 

“The magazine Steel has been a 
member of ‘the Audit Bureau of 
Circulations since 1918. It is there- 
fore with considerable reluctance 
that we now submit our resigna- 
tion. . 

“We do so because of our sincere 
conviction that ABC’s partial au- 
dit of circulation no longer ade- 
quately serves the buyers of busi- 
ness paper space and in actual 
practice gives a misconception of 
the advertising values of Steel. 


a “Advertisers and their agencies 
have long recognized the need for 
an ABC audit of the complete dis- 
tribution of business papers. The 
National Industrial Advertisers 
Association and the American As- 
sociation of Advertising Agencies 
have voiced specific requests for 
complete audits of all member 
publications which, like Steel, 
carefully augment paid circulation 
with selective controlled coverage 
of worth while plants. 

“Dues to ABC are based on our 
total distribution but only two- 
thirds of that distribution is be- 
ing audited. After nearly 20 years’ 
experience with a combined paid 
and free distribution we can ap- 
preciate the effectiveness of both 
so long as they are properly con- 
trolled. 

“But it is extremely important 
that the full performance of each 
publication’s circulation be audited 
to give the advertiser a complete 
picture of the values he is buying 
or intends to buy. 


a “That’s why we took the initia- 
tive two years ago to supply adver- 
tisers with a Controlled Circula- 
tion Audit audit of our total dis- 
tribution to supplement the partial 
ABC audit. However, two audit 
statements are confusing and in- 
convenient. 

“That’s also why we readily 
agreed last year when ABC asked 
us to participate in a test audit 
of Steel’s entire distribution. We 
considered your recognition of this 

(Continued on Page 8) 


i Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. . 
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American Stove Schedules Record 
Magazine Drive for Magic Chef 


Sr. Louis—American Stove Co., 
world’s largest manufacturer of gas 
ranges, will invest a record amount 
for advertising this fall when it 
takes its Magic Chef story to the 
readers of 11 magazines, Tom Gib- 


bons, advertising manager, an- 
nounced last week. 
Twenty-one ads in a_ three- 


month period will start with a two- 
page color ad in the September 
issue of Better Homes & Gardens. 

Keynote of the first advertise- 
ment will be “We’re cooking a la 


When you Remember 
need WM. F. RUPERT 
RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past 55 years. 
90 Fifth Ave., New York 11 
LISTS OR 5-3523 


Waldorf,” with all ads stressing 
that Magic Chef is the only range 
widely used in commercial kit- 
chens as well as homes. American 
Stove is convinced that many wo- 
men blame cooking failures pri- 
marily on their range, and that 
home cooks believe the profes- 
sional chefs prepare outstanding 
dishes because of their superior 
equipment, as well as “native 
skill.” 


s Famous hotels to be featured in 
the campaign include the Statler 
chain, the Shamrock, Greenbrier 
and St. Moritz-on-the-Park, in ad- 
dition to the Waldorf-Astoria. 

All ads will dwell on the ease 
and fun of cooking with a Magic 
Chef range, instead of playing up 
the stove’s features. For the first 
time, all national ads will stress 


FOR FALL—American Stove Co., via Krup- 
nick & Associates, will use color pages 
like this next fall in its most extensive 
ad campaign. All ads will carry a coupon 
offering a chef's cap and apron. 


that the range can be bought for 
as little as $119.50. 

A Magic Chef Cap ’n Apron pre- 
mium also will be promoted in the 


With the June, 1950 issue, the 
circulation of Transportation Sup- 
ply News was increased to over | 


6th year 


All the existing transportation industry market coverage 
remains the same but the coverage of highway trucking companies 
was increased to 20,000 copies monthly which accounts for the 
over-all increase from 45,000 to over 57,500. 


TSN’s present expanded coverage of buyers in all phases of the 
transportation industry makes advertising in TSN a better invest- 
ment than ever. Some of the other pertinent factors that make 
TSN a logical part of every transportation industry advertising 


schedule are: 


e@ TSN’s tabloid new product information 
newspaper format assures thorough 
readership and eliminates “buried” ad- 


vertising. 


e TSN has proven ability to produce high 
quality inquiries for advertisers — the 
sort of inquiries that mean sales and 


new accounts. 


Write 


e@ TSN’s advertising is not only effective 
but economical for all size advertise- 
ments. For example, the cost of a 7 by 
10 advertisement, on a 12 time schedule, 


comes down to only $5.65 per thousand. 


volume. 


e TSN continues to gain each month in 
advertising, in spite of a generally de- 
clining over-all magazine advertising 


the latest market and publication information. Available are 


folders: (1) The Transportation Industry Market, (2) Comparative Market Coverage 
Facts, (3) Comparative ‘Cost per Thousand" Data. 


Transportation Supply News is affiliated 
with Traffic World (weekly), Daily Traf- 
fic World, Traffic Bulletin (weekly), and 
College of Advanced Traffic. 


Transportation 
Supply News — 


418 S. MARKET ST. CHICAGO 7, ILL. 
New York 17—122 East 42nd 51. 


ads. Consumers can buy a regula- 
tion $4 chef’s cap and apron for 
only $1.98 upon presentation of a 
coupon from the national ads to 
their Magic Chef dealer. Both cap 
and apron are embroidered with 
the Magic Chef trade name and 
they are expected to get a big re- 
sponse from amateur cooks and 
backyard barbecuers. 


= National magazines carrying the 
campaign include American Home, 
Better Homes & Gardens, Good 
Housekeeping, Holland’s, House- 
hold, Ladies’ Home Journal, Mc- 
Call’s, Pathfinder, Today’s Woman, 
Woman’s Day and Woman’s Home 
Companion. 

Four-page color inserts are be- 
ing used in the June issues of 
Electrical Dealer, Electrical Mer- 
chandising, and Gas Appliance 
Merchandising, with heavy pro- 
motional mailings to dealers across 
the country. 

The American Stove account is 
handled by Krupnick & Associates 
here. 


Johnson & Son Names Tubman 


S. C. Johnson & Son, Racine, 
Wis., has named Harold L. Tub- 
man, formerly Boston district sales 
manager, as merchandiser for 
household waxes, a new post. 
Much of his work will entail or- 
ganization of special test sales pro- 
grams for home waxes. John Ras- 
mussen has been named assistant 
household sales promotion mana- 
ger, and A. D. Malloy has been 
shifted from South Bend to St. 
Paul as district manager. 


Agency Group Elects Gould 


Eugene H. Gould, Foulke Agen- 
cy, Minneapolis, has been elected 
president of the Northwest Coun- 
cil of Advertising Agencies, a 
group of 33 agencies in the upper 
Midwest. Other officers are: Vice- 
president, R. H. David, David 
Agency, St. Paul; secretary, Don- 
ald Johnson, Addison Lewis & As- 


-|sociates, Minneapolis; and treas- 


urer, E. 
Hobbs. 


Weco Appoints Godart V. P. 


Pierre Godart, formerly director 
of sales for U. S. Time Corp., has 
been appointed vice-president in 
charge of sales promotion and mer- 
chandising for Weco Products Co., 
Chicago, maker of Dr. West’s tooth 
brushes and toothpaste. 


Columbia Appoints Klein 


Julius Klein, public relations, 
Chicago, has been appointed by 
Columbia Pictures Corp. as con- 
sultant on public relations policy. 


T. Holmgren, Melamed- 
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Automatic Canteen 
Ordered to Change 
Leasing Methods 


WasHINGTON—The Federal Trade 
Commission Wednesday ordereg 
the Automatic Canteen Co., Chi- 
cago, to stop using exclusive-dea]- 
ing contracts in the leasing of ay- 
tomatic vending machines. 

At the same time the commission 
told the company it must stop 
“knowingly inducing and know. 
ingly receiving” illegal price dif- 
ferentials in its purchases of candy, 
gum, nuts and other confections. 

The commission’s order called 
for important changes in the com- 
pany’s method of doing’ business, 
It said Automatic Canteen Co.: 

1. Shall not require its licensees 
to use its machines exclusively, 

2. Shall not require them ‘to sell 
in its machines only products pur- 
er from Automatic Canteen 

0. 

3. Shall not prevent them from 
selling in its machines products 
purchased from other sellers and 
suppliers. 

4. Shall not prevent them from 
selling products other than through 
its machines. 

The commissioners claimed the 
exclusive dealing contracts enabled 
Automatic Canteen to “exact” fay- 
orable prices from dozens of sup- 
pliers and were largely respons- 
ible for the company’s ability to 
expand its sales from less than 
$2,000,000 in 1936 to $12,900,000 
nine years later. 


a While it prevented other com- 
panies from selling to its 83 dis- 
tributors and 230,000 vending ma- 
chines, the FTC declared Auto- 
matic Canteen obtained price ad- 
vantages from manufacturers rang- 
ing from 1.2% to as much as 33%. 

The findings state that Auto- 
matic’s gross profits on confection- 
ery products dispensed by the ma- 
chines “were composed almost en- 
tirely of preferential discounts 
which it exacted from suppliers.” 

The complaint in the case was 
issued March 19, 1943. 


Kermin-Thall Appointed 


Kermin-Thall, New York, has 
been named to handle the adver- 
tising of the Microtronics Corp., a 
new account. Microtronics manu- 
factures lighting equipment for 
photo-copy and color process cam- 
eras. Trade publications and di- 
rect mail will be used. 


Your advertising stars outdoors 


SHOWMANSHIP. Lux believes in 
showing the results of beauty care 
so people can see for themselves! 
And what better way to dramatize 
any product than on Outdoor 
panels? For Outdoor is big, color- 
ful ... striking! Let GOA show 


1925 Silver Anniversary Year 1950 


your product off to best advan- 
tage! General Outdoor Advertis- 
ing Co., 515 S. Loomis St., Chicago 
7, Illinois. 
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COMPANION CIRCULATION GAIN INTERESTS MEDIA HEAD... 


Elmer Froehlich of MacManus, John & Adams hears of new reader high! 


Roy Husbands, CoMPANION Detroit representative, shows torial policy is meeting the basic interests of American women. 
arresting evidence of how editorial vitality is paying off. And + From coast to coast, media buyers are learning that in the 
his story has captured the attention (at right) of.a top figure women’s service field the COMPANION is the magazine to 
in the agency business. watch! 

Here it is: The CoMPANION, after announcing a record 


quarterly circulation last November, has set a new high of 
4,085,000 in the first quarter of 1950 — the largest average . 
net paid circulation of any quarter in its entire history! Womans % Some ' 


The reason is clear. More than ever, the COMPANION edi- 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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ABC-TV Sells Musical 


Pharma-Craft Corp. and Amer- 
ican Safety Razor Corp., New 
York, will sponsor “The Sugar 
Bowl,” a 30-minute musical comedy 
video series in a campus setting, 
starting Oct. 5. Time on ABC-TV 
was bought through Ruthrauff & 
Ryan. A Hollywood star will be 
named later to head the cast. 


Arnold Drops Faye Emerson 


Arnold Bakers, New York, has 
canceled its sponsorship of Faye 
Emerson on CBS’ eastern TV sta- 
tions after 26 weeks. It will shortly 
decide on a new. TV show, through 


Benton & Bowles. Miss Emerson is 
also sponsored by, Snow Crop Mar- 
keters on NBC, via Maxon Inc. 


Remington Appoints Sayre 

Dale B. Sayre has been appoint- 
ed administrative vice-president of 
Wm. B. Remington Inc., Spring- 
field, Mass. He also will head a 
newly created department de- 
signed to furnish clients with sales 
management, merchandising and 
marketing counsel. Mr. Sayre for- 
merly has been vice-president of 
the Indian Motocycle Co., and 
vice-president in charge of mar- 
keting of Indian Sales Corp., both 
of Springfield. 
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Other Dailies Gain 
as ‘World-Telegram’ 
Deadlock Continues 


New YorK—wWith the strike- 
bound New York World-Telegram 
and Sun failing to publish, the 
Brooklyn Eagle and the Newark 
Evening News last week told AA 
they have made circulation gains 
since the start of the strike. 

Meanwhile, the New York En- 
quirer, previously published only 
on Sunday, conducted a weekday 
“test run” and told of plans to 
publish daily. 

Robert W. Harrington, retail ad- 
vertising manager, said the Eagle’s 
circulation increase ranged be- 
tween 12,000 and 15,000. Total 
daily circulation, he said, now 
stands somewhere between 138,000 
and 142,000. 

He said the paper’s circulation 
pickup was achieved entirely in 
Brooklyn, which gets 97% of all 
copies. He added that the Eagle’s 


press run is about the same as 
before the W-T strike, and that) 
the gains were “coming out of our 
returns.” 


a The Newark News has attained 
“some increase” circulation-wise, 
“without trying to get it,” accord- 
ing to Joseph T. Scarry, circula- 
tion director. He declined to esti- 
mate the gain. 

“The New York Enquirer printed 
90,000 copies of a 16-page paper on 
Monday, June 19. John Griffin, 
associate editor and publisher, 
said about 81,000 copies were sold. 
The Sunday paper, he said, has a 
circulation of 60,000. (Standard 
Rate & Data Service, June 11, noted 
that the Enquirer “has failed to 
furnish recent circulation re- 
ports.”’) 

Mr, Griffin denied that the En- 
quirer grabbed the chance pro- 
vided by the strike to conduct the 
weekday test, explaining that the 
management had been planning it 
“since the New York Sun went out 
of business.” 
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Your Advertising Counsel can render an indispensable service in planning 
the solution to one of your most important and basic sales problems ..... 
That of placing your product data (dimensions, weights, sizes, capacities, 


a: 


colors, etc.) in the hands of the individual men and 
women who specify or actually place the order for your 


firm’s products. 


Your Advertising Agency will tell you, undoubtedly, that 
KEEPING such information at the finger-tips of the insti- 


tutional field's large-consumer buyers and wholesalers 
as well, is the primary function of the INSTITUTIONS 


CATALOG DIRECTORY. 


Your catalog in this consolidated, catalog-directory is 
PRE-filed for instant accessibility, is never misplaced, 
mutilated, discarded, or MIS-filed, as is so often the case 
of loose sheets, folders and other product literature. 


Call your account executive today and consult with 
him about the job of properly cataloging your products 
for your buyers ... and REMEMBER .... your business 
has been built in a large measure on your catalog data. 


CONSULT... 
| Your Advertising Abgency 


..GIVE YOUR 
CATALOG 
THE PLACE 
IT DESERVES 
IN YOUR SALES 
PROGRAM 


The Catalog Directory used throughout 
the following types of Institutions 


. Dealers, Jobbers, Supply + Hotels, Motels 
Houses 
¢ Industrial Institutions 


1 Colleges and Universities + Airlines 
¢ Army, Navy and Govern- ¢ Office and Public 
ment Institutions Buildings 


¢ City and Country Clubs 


¢ Hospitals, Sanitariums 
© Schools 
¢ Restaurants, Cafeterias 


® Steamship Lines and 
Shipyards 


¢ Asylums, Municipal and 
State tutions 


Insti 
¢ Railway Systems 
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NAB Directors 


Endorse Ryan's 
Streamlining 


WasHINGTON—In an enthusiastie 
four-day meeting here last week, 
directors of the National Associa. 
tion of Broadcasters closed ranks 
and prepared to stem the disin. 
tegration which has been under 
way since CBS and ABC pulled 
out last month. 

Board members endorsed a pro- 
gram outlined by NAB’s new gen- 
eral manager, William B. Ryan, 
calling for an aggressive mem- 
bership sales campaign, and for 
far-reaching reorganization plans 
to shake down NAB’s over-or- 
ganized organization. 

The board’s unity was expressed 
in a resolution Thursday morning 
commending the management and 
staff “for the impressive plans and 
reports which have been devel- 
oped” and “the great progress 
that has been made.” 


a During the past few days, some 
of NAB’s key jobs have changed 
hands. The office of general coun- 
sel is vacant, following the resig- 
nation of Don Petty, who is re- 
turning to private law practice. 
Charles Batson, who had been with 
Broadcast Advertising Bureau, was 
named director of television, suc- 
ceeding G. Emerson Markham. 
NAB also announced the resigna- 
tion of Arthur C. Stringer, who 
had held highly responsible asso- 
ciation posts since 1937. 

Besides authorizing an all-out 
membership sales drive, the board 
gave Mr. Ryan a green light to 
overhaul NAB’s cumbersome sys- } 
tem of advisory committees. 

He announced that seven com- 
mittees will be discontinued imme- 
diately: broadcast advertising, As- 
sociation of Women Broadcasters, 
employer-employe relations, en- 
gineering, government relations, 
radio standards and education, and 
non-affiliated stations. 


w In their place will be three new 
committees: AM, FM and TV. 

“By re-aligning committees 
along functional lines, broadcasters 
will have an opportunity to serve 
more effectively their own spe- 
cific interests,” Mr. Ryan said. 

The committees will meet twice 
yearly. 

The NAB directors set up a 
committee to arrange a complete 
endorsement of NAB and Broad- 
cast Advertising Bureau by April 
1, 1951; ordered President Justin 
Miller to register with Congress as 
a lobbyist, and endorsed efforts to 
work out a per-program T'V lic- 
ense plan with Ascap. 


‘Capper’s Farmer’ Page 
Figure Given Incorrectly 

Cumulative advertising pages 
for Capper’s Farmer for the Jan- 
uary-June, 1950, period were in- 
correctly reported as 358.7 in AA 
June 19, when the figure should 
have been 328.7. All other figures 
for the publication were shown 
correctly. 

The publication carried 502 
pages of advertising in June, com- 
pared with 47.2 pages last June. 
Its total of 328.7 pages for the 
first six months compares wi 
a total of 330.2 for the same peri 
of last year. 


Appoints Conrad Jones 

Conrad Jones has been named 
media director of MacFarlané, 
Aveyard & Co., Chicago. 
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GE Promotes Three 


Arthur A. Brandt, general sales 
manager of the electronics depart- 
ment of General Electric Co., Syr- 
acuse, has been named to the new- 
ly created position of general sales 
manager of the receiver division. 
Harrison Van Aken, with GE 
since 1936, has been appointed 
assistant manager of the division, 
and W. M. Skillman has been 
named manager of marketing 
services. 


Northern to Campbell-Mithun 


Northern States Power Co., 
Minneapolis, has appointed Rich- 
ard D. Furber, with the company 
since 1928, as director of a newly 
formed public information and 
advertising department in the con- 
cern’s executive branch. Northern 
has appointed Campbell-Mithun, 
Minneapolis, as advertising and 
public relations counsel. T. H. 
Kettle will continue as advertis- 
ing manager. 


@ 42,000 BUY IT... 
@ 130,000 READ IT. . 


| YOU CAN'T COVER 
me CHURCH MARKET 


@ 87% INFLUENCE PURCHASES... 


— WITHOUT 


Christian 


Life 
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Ad Aspirants 
Hear Experts on 
ABC Broadcast 


Four A’s Cooperates 
on Special Program 
for College Graduates 


New YorKk—What jobs in the 
advertising industry are available 
to college graduates? What is the 
best way to start a career in ad- 
vertising? What attributes are re- 
quired for success in the field? 


These were some of the ques- 


tions posed Friday (June 23) dur- 
ing a special broadcast over ABC. 
This program, the first in a series 
planned by the network’s public 
affairs department for the benefit 
of this year’s crop of graduates, 
was produced in cooperation with 
the American Association of Ad- 
vertising Agencies. 

Featured in the question-and- 
answer session were Thomas 
D’Arcy Brophy, chairman of the 
board of Kenyon & Eckhardt; Maj. 
Benjamin H. Namm, board chair- 
man of the Brooklyn department 
store of the same name; Lee H. 
Bristol, president of Bristol-Myers 
Co.; and Clay Buckhout, advertis- 
ing manager of Life. 


@ Traits listed as essential to a 
successful advertising career by 


“They spend the most 


where the most 1s spent’ 


Copyright 1950, 


The New Yorker Magazine, Inc. 


“7 met the nicest credit manager today, dear.” 


82% of THE NEW YORKER’ circulation is concentrated in the 41 city-trading areas where 


mist of the retail dollars are spent. Repeated checking of charge accounts shows 


NEW YORKER subscribers to be among the best customers of the best stores in these 


rich trading areas. This explains why 


THE NEW YORKER, year in, year out, carries more 
retail advertising than any other magazine. 
NEW YORKER readers are profitable customers— 
the ones who make the extra purchases. 


They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 


NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 


Advertising Age, June 26, If 
Mr. Brophy were: 

1. Optimism. Advertising peop) 
are called upon to originate ide; 
and must frequently be able tg 
visualize something in full opera. 
tion at a time when it has not yet 
been started. 

2. Adaptability. They must be 
able to coordinate their own efforts 
with those of other people in the 
same organization and others a 
well. Advertising is the product of 
many minds, running in many me. 
dia on a close schedule. 

3. Continuing curiosity, which 
enables them to keep in constant 
touch with the people to whom 
they must interpret the product. 

Mr. Brophy said there are ap- 
proximately 75,000 persons em- 
ployed in advertising in this coun- 
try. Of these, one-third work in 
advertising agencies and the re. 
mainder are associated with ad. 
vertisers, media and suppliers. He 
estimated that about half the total 
are clerical and administrative 
personnel, 


@ The agency executive pointed 
out that total advertising expendi- 
ture in this country for a full year 
is $5 billion. The U. S. produces 
that much in goods and services 
in a mere seven days, he said. 

In answer to a question from 
Samuel B. Haines, Columbia Uni- 
versity junior, who presented the 
viewpoint of current college stu- 
dents, Major Namm suggested that 
the “best men begin at the bot- 
tom and acquire experience and 
training as they move up. You 
don’t want to come in with the 
idea of starting out as a vice- 
president,” he warned. Mr. Bris- 
tol emphasized the importance of 
advertising’s role in “our whole 
way of life.” 

America’s standard of living, the 
envy of the rest of the world, de- 
pends on advertising and promo- 
tion. Expert selling of merchan- 
dise and ideas gives our people 
standards which they otherwise 
wouldn’t have had or wouldn't 
expect, the Bristol-Myers head 
said. 

Mr. Buckhout defined media as 
the “go-between the manufacturer 
or creator of ideas or products and 
the people he wishes to sell or 
persuade.” 


a The panel agreed that students 
who hope to make advertising 
their life’s work would be well 
advised to include English, statis- 
tics, psychology and American 
history in their course of study. 
The annual Four A’s aptitude 
test for advertising was recom- 
mended by Mr. Brophy as a means 
of guidance to youthful aspirants 
to the fraternity. More than 3,000 
people who took this examination 
are now employed in advertising. 
A short address by Secretary of 
Commerce Charles Sawyer con- 
cluded the broadcast. He charac- 
terized advertising “not as a frill, 
but as an inseparable part of the 
country’s economic system.” 
Robert F. Moore, personnel di- 
rector of Columbia University, was 
moderator for the program. 


Plans Candle Campaign 


Will & Baumer Candle Co, 
Syracuse, N. Y., will promote its 
Renaissance candles in the “Two- 
Pack,” a new box, this fall in 
House & Garden and The New 
Yorker. Counter displays will be 
offered to dealers. Barlow Adver- 
tising Agency, Syracuse, has the 
account. 
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Favored by retailers because it meets 


today’s changed retail conditions— 


Te Caicaco TRIBUNE 


To MEET today’s changes in re- 
tailing modern advertising must 
work to build, not just a dealer 
franchise, but a consumer fran- 
chise—enjoyment of an impor- 
tant share of the day-in and 
day-out repeat buying by con- 
sumers, relatively undisturbed 
by competition. 

Retailers cannot be asked to 
push a line because a smattering 
of advertising is placed behind 
it. What they want to stock and 
push is what their customers 
want to buy. 

Selling the retailer more than 
ever calls for selling his custom- 
ers outside the store—in the 


home. From its study of adver- 
tising and selling in Chicago the 
Chicago Tribune has developed 
a sound procedure that can pro- 
duce greater sales and a stronger 
market position for your brand. 
Through it you can cash in on 
the increasing trend to fewer 
brands per line per store and the 
greater reliance by retailers on 
self-service. It is based on the 
retailer’s own need for higher 
volume and faster turnover in 
order to meet his rising costs. 
Highly productive in Chicago, 
the plan can be used in any mar- 
ket. It results in larger orders 
and savings in deliveries. It gives 


you the benefit of the retailers’ 
own promotion without resort 
to deals, premiums, cut prices or 
special discounts. It is a method 
that will interest executives who 
bear the responsibility of getting 
immediate sales and those con- 
cerned with long range planning 
to assure continued company 
success. 

If you want high annual vol- 
ume and a solid base for future 
expansion, you will want to get 
the details of this consumer- 
franchise plan. A Tribune repre- 
sentative will be glad to tell you 
how you can apply it in your 
business. Ask him to call. 


Cricaco TRIBUNE 


The World’s Greatest Newspaper 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
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Expenditures for Alcoholic 
Beverages Off 3% in 1949 


Total expenditure of $8,550,000,- 
000 in the U for alcoholic 
beverages in 1949 was reported by 
the Department of Commerce 
Thursday. This was 3% below the 
1948 figure and well below the 
1947 peak of $9,640,000,000. 

The amount spent for beer was 
$4,435,000,000, and $465,000,000 was 
spent for wine—both about the 


same as in 1948. The expenditure 


‘a 
a 


for distilled spirits was $3,650,- 
000,000, down 6%. 


Senate OKs Sterling to FCC 


The Senate has confirmed George 
Sterling for a new seven-year 
term on the Federal Communica- 
tions Commission. His renomina- 
tion to the commission had been 
endorsed by the interstate and for- 
eign commerce committee follow- 
ing a lengthy hearing June 16. 


MATRIX COMPANY. 


517 SOUTH ‘JEFFERSON. STREET, CHICAGO 7, ILLINOIS 


FCC Postpones Decision 
on Zenith’s Phonevision 


The Federal Communications 
Commission said Thursday it will 
not act on Zenith Radio Corp.’s ap- 
plication for additional time to 
test Phonevision (subscription TV 

lan) until it is certain that Zenith 
i not violated its temporary ap- 
plication by leading the public to 
think Phonevision will be avail- 
able in the near future. 

The FCC wants to know whether 
any manufacturers have been in- 
duced to install Phonevision de- 
coders in TV sets. The commission 
said “premature marketing, ad- 
vertising or distribution to the 
public of apparatus... which has 
only been proposed...can lead to 
a substantial investment [which] 
then limits the commission’s free- 
dom of action.” 


Cy Wagner Joins Mutual 

Cy Wagner has joined Mutual 
Entertainment Agency, Chicago, as 
manager of the television and ra- 
dio department and executive as- 
sistant to the vice-president. He 
formerly has been midwest radio 
and TV editor of Billboard. 


Advertising Age, June 26, 19597 


‘Steel’ Quits ABC in 
Cleavage Over Audits 


(Continued from Page 1) 
problem a step in the right direc- 
tion—an aid to all other leading 
publications with both paid and 
free circulation. We assured you of 
our cooperation and readiness to 
comply with standards set by ABC 
for such an audit, but this audit 
has not materialized. 

[ABC’s Shryock, while declining 
comment on “Steel’s” resignation, 
said the projected test audit was 
never made because “it would cost 
a good many thousands of dollars” 
and because “Steel” asked that if 
the audit were successful, the prac- 
tice of making such audits be 
adopted generally by ABC. “We 
were unable to provide such assur- 
ance,” Mr. Shryock said, “and 
hence the audit was never made.”’] 

“It is our earnest hope that ABC 
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will eventually provide buyers of 
advertising with a regular audit 
of a member publication’s com- 
plete distribution. When this time 
comes we shall be glad to recon- 
sider our decision. 

“Meanwhile, we shall keep faith 
with our advertisers and prospec- 
tive advertisers by continuing to 
develop and maintain the most ef- 
fective circulation to cover the vast 
metalworking industry that we 
serve. There will be no change in 
our basic circulation policies or in 
our second class mailing privilege. 


a “In addition to a CCA audit of 
our complete distribution, we shall 
provide, as in the past, full par- 
ticulars on our unit coverage by 
standard industrial classifications, 
a quantitative and qualitative 
analysis of the buying power we 
reach, and all other data -which 
will help advertisers determine our 
values as an advertising medium. 

“We shall compile and forward 
to you our Publisher’s Statement 
for the period ending June 30, 
1950, and request that you audit 
this and our previous statement, as 
called for in the ABC bylaws. 

“It isn’t easy to sever our long- 
standing connections with an or- 
ganization which has contributed 
so greatly to raising the standards 
of the publishing business, but our 
responsibility to buyers of adver- 
tising and our conviction that they 
are entitled to the complete pic- 
ture of our coverage leaves no 
other choice.” 


@ The current Standard Rate & 
Data Service shows Steel with an | 
ABC net paid circulation including 
bulk of 13,529 for the period ended 
Dec. 31, 1949, and total distribu- 
tion of 21,098. For the same period, 
its CCA audit shows “total control- 
led” of 19,115 and total distribu- 
tion of 21,134. The unwillingness of 
ABC to provide an occupational 
breakdown on approximately 5,600 
copies, therefore, is the crux of the 
situation. 
Penton Publishing Co. also pub- 
lishes Foundry, an ABC member, 
with 10,520 net paid ABC circula- 
tion for the Dec. 31, 1949, period, 
and total distribution of 12,487. Its 
two other publications—Machine 
Design and New Equipment Digest 
—are controlled circulation papers, 
members of CCA but not of ABC, 


Hewitt Agency Gets Nestea 


Nestle Co., New York, has ap- 
cones Hewitt, Ogilvy, Benson & 

ather, New York, to handle ad- 
vertising for Nestea. The account 
was formerly serviced by Doherty, 
Clifford & Shenfield. In a news 
flash June 19, AA _ erroneously 
placed Nestea with Cecil & Pres- 
brey, which will handle Nescafe, 
Nestle’s evaporated milk, and 
chocolate products. 
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TELL YOUR STORY 
BUT KEEP IT SEEN 


"Get and hold the interest of the 
billion dollar candy industry field 
by using Candy Industry to tell 
your story. ‘ 

Biggest audited circulation* 
Preferred by more leaders 
Carries more advertising 
(Send for surveys with these facts) 
New market data study about 
your best customers ready. Get 
your copy. 


*Of any publicati p hliched 
more frequently. 


Canby INDUSTRY 


Don Gussow Publications, Inc. 
107 W. 43rd St., New York 18, N. Y. 
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SHORT COPY sells three ways 


(MFTER JULY Ise 


vara 


“these Yellow Quarters 


FREE OF ge a 


“Outdoor advertising has been used by Swift & Company for many years 
on Allsweet as an integral part of their media plans for packaged product 


promotion to consumers, dealers and salesmen. All three are covered.” 


3 One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


: JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE * THE HARRY H. PACKER CO. «+ C. E. STEVENS CO. 
consumers BORK POSTER SERVICE * SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 

niiee STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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4,136,065 Lines 
of Advertising 
in May 


... the biggest month in Tame 


TOTAL JOURNAL 


Milwaukee Journal history : 
... biggest May ever recorded ; = 
by any newspaper... 3 
and 1950's biggest 5-month ar 
otal for any newspaper EE 
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*17,657,216 lines 
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Advertising Age, June 26, 1950 


*Indicates first listing in this column. 
June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 
June 26-28. Newspaper Advertising Ex- 


ecutives Association, s g 
Waldorf-Astoria, New York. 

June 28-30. Association of Independent 
Metropolitan Stations, Miami, Fla. 

June 29. National Association of Mag- 
azine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1, National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

*Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 
risburg. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 


Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
3rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

*Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 


cago. 

Oct, 23-25. Agricultural Publishers As- 
sociation, annual meeting. Chicago Ath- 
_— Club, Chicago. 

Oct. 26-28. Southern Newspaper Pub- 
| lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associ- 
ation, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

May 2-4, 1951. Association of Canadian 


‘| Advertisers, annual convention, Toronto. 


Appoints David Russell 


David M. Russell, formerly on 
\the general advertising sales staff 
of the Spokesman-Review and 
|Chronicle, Spokane, has been 
named Oregon representative of 
the paper and of the Pacific North- 
'west Farm Trio, which it publishes. 
‘Mr. Russell, who will make his 
‘headquarters in Portland, Ore., 
succeeds Bob McNitt, who has re- 
signed to join the Portland staff 
of Pacific National Advertising 
Agency as an account executive. 


Adds New Department 


Starting with the July issue, 
Flower Grower, Albany, N. Y., 
will have a new shopping depart- 
ment for mail order advertisers, 
called “General Store.” It will be 
a standard editorial-type layout, 
each ad 3”, including a photograph 
(cut made without charge). Two 
hundred postcard reprints will be 
offered to the advertiser free as 
a merchandising aid. 


PR Group Appoints Zissen 


Jules Marshall Zissen, who for- 
merly operated his own public re- 
lations companies in Miami and 
‘New York, has been named exec- 
utive vice-president of Melvin, 
Newell & Rector, Hollywood pub- 
lic relations concern. He will be 
in charge of copy production and 
research. Bob MacDonald has been 
pened to handle all press con- 


Gets Pretzel Account 

Lynn-Fieldhouse, Wilkes-Barre, 
Pa., has been retained to handle 
the advertising of Quinlan Pret- 
zel Co., Reading, Pa. 


WERC-TV Appoints Chapin 

Don L. Chapin has been named 
local sales manager of WKRC-TV, 
Cincinnati, effective June 26. He 
formerly was a sales executive of 
WLW-T, and a sales manager of 
WIMA, Lima, O., and WMOH, 
Hamilton, O. 


Auto-Lite Names Seem A. M. 


Donald B. Seem has been pro- 
moted from assistant advertising 
manager to advertising manager of 
Electric Auto-Lite Co., Toledo. He 
~ + eae with the company since 
1947. y 


Graf Heads Nielsen Branch 


Franklin H. Graf has been 
named vice-president in charge of 
the new San Francisco office of 
A. C. Nielsen Co. at 215 Market 
St. He has been with the company 
15 years. Nielsen food, drug, radio- 
television and consumer index 
services will be available. 


WCAU-TV Names Wiley 

John P. Wiley, a member of the 
WCAU-TV sales service staff in 
Philadelphia, has been named a 
radio and television commercial 
representative. 


Newly Weds Names Seeds 


Russel M. Seeds Co., Chicago, 
has been named to direct the ad- 
vertising of Newly Weds Baking 
Co., maker of cake for Ice Cream 
’n Cake rolls. Magazine, outdoor 
and television advertising will be 
used. Fred W. Swanson, formerly 
a vice-president and account ex- 
ecutive of Goodkind, Joice & Mor- 
gan, Chicago, has joined the Seeds 
agency in the same capacity. 


Plans Peanut Brittle Drive 
National magazines and radio 
will be used for the peanut brittle 


" ll 
campaign of Sophie Mae Candy 
Corp., Irvington, N. J. A. W. Lew- 
in Co., New York, is the agency. 
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© Polar Superfine Enamel 
® Maineflex Enamel Cover 
© Seal Enamel 


VISIT THE OXFORD EXHIBIT 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N. Y. 
MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 


HETHER YOU are concerned with printing as a means 
of building sales for precision tools, a mail order business or 
any other product or service, Oxford Papers can help make 
your efforts more effective. For every 
i line has an established 
formance in the production of catalogues, brochures, adver- 
tising inserts, labels and direct mail. 


It Pays to Remember— and Use Oxford Papers 


reco 


(Here are a few) 


Booth 148 


GRAPHIC ARTS EXPOSITION 
Chicago, September 11 to 23 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


paper in this nationally 
al ter top-quality per- 


* North Star Dull ‘ 
© Engravatone Coated 
© Carrollton Vellum 


Chattanooga, Tenn. . 
Chicago, Ill. . 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio . 
Dayton, Ohio . 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. . . 
Hartford,Conn. . . . 
Indianapolis, Ind. . . 
Jacksonville, Fla. 
Kalamazoo, Mich. 

Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 

Little Rock, Ark. . 

Long Beach, Calif. 

Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
ah + ss 
Milwaukee, Wis. . 


Minneapolis, Minn. . 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. . 


New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 


Phoenix, Ariz. + % 
Pittsburgh, Pa. . . . 


Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


St. Paul, Minn. . . . 
San Bernardino, Calif. 
Salt Lake City, Utah . 
San Diego, Calif. . . 
San Francisco, Calif. 
- San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa . 
Spokane, Wash, . . - 
Springfield, Mass. . . . 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. . 
Toledo, Ohio . 
Tucson, Ariz. . . 
Washington, D. C. 
Worcester, Mass. . 


Nation-wide Service 
Through Oxford Paper Merchants 
Albany, N. Y. .W. H. Smith Paper Corp. 
Atlanta, Ga. Wyant & Sons Paper Co. 
Augusta, Maine .Carter, Rice & Co. Corp. 
Baltimore,Md. . . . . -The Mudge Paper Co. 
Bethlehem, Pa. . Wileox-Walter-Furlong Paper Co. 
Boise, Idaho Blake, Moffitt & Towne 
Boston, Mass. .Carter, Rice & Co. Corp. 
Buffalo, N.Y. . .Franklin-Cowan Paper Co. 
Charlotte, N. C. -Caskie Paper Co., Inc. 


P Allman-Christiansen Paper Co. 


Wilcox-Walter-F urlong Paper Co. 


.Shaughnessy-Kniep-Hawe Paper Co. 


(Div, of Carter, Rice & Co. Corp.) 


(Div. of ‘Carter, Rice & Co. Corp.) 


The Charlotte Paper Co. 
.Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

.* .The Johnston Paper Co, 
The Whitaker Paper Co. 

- The Cleveland Paper Co. 

. - Scioto Paper Co. 
.Cincinnati Cordage Co. 
The Whitaker Paper Co. 
.Bermingham & Prosser Co. 
.Chope Stevens Paper Co. 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc. 
-MacCollum Paper Co. 
.Jacksonville Paper Co. 
.Bermingham & Prosser Co. 
-Bermingham & Prosser Co. 
. -Louisville Paper Co. 
. Western Newspaper Union 
. -Roach Paper Co. 
Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
-Louisville Paper Co. 
-Caskie Paper Co., Inc. 

. «C,H, Robinson Co. 

. ~Louisville Paper Co. 

. Everglades Paper Co. 


Sensenbrenner Paper Co. 

. Wilcox-Mosher-Leffholm Co. 
.Bond-Sanders Paper Co. 
.Bulkley, Dunton & Co., Inc. 
-Bulkley, Dunton & Co., Inc. 
.Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. . Western Paper Co. 
-Atlantic Paper Co. 


. Blake, Moffitt & Towne 
-General Paper Corp. 
Brubaker Poser Co. 

. .  .C, H. Robinson Co. 
Blake, Moffitt & Towne 
-Carter, Rice & Co. Corp. 
-Cauthorne Paper Co. 
.Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


. . 


Tobey Fine Papers, Inc. 
-Inter-City Paper Co. 

Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 


Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
. Tampa Paper Co. 

. Paper Merchants, Inc. 
. Blake, Moffitt & Towne 
The Mudge Paper Co. 

C. A. Esty Paper Co. 
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“Now during this brief interruption of our man in the street interviews we bring 
you an interlude of recorded music.” 


Demonstrating the Need for Utmost Care 

S. C. Gale, vice-president and director of advertising and public 
services of General Mills, and chairman of the Advertising Council, 
has characterized the minor tempest over organization of Radio Val- 
ues, a per inquiry organization, as a picayunish sort of thing and 
“nothing of any importance in the field of advertising.” 

Mr. Gale entered the controversy because Lowry Crites, director of 
media for General Mills, and J. James Neale, vice-president of Dan- 
cer-Fitzgerald-Sample, are stockholders in Radio Values Inc., and 
a letter on Radio Values stationery, signed by Mr. Neale and identify- 
ing him and Mr. Crites by their advertising business connections, 
started the furor. 

Some stations to which the letter was addressed got the impression, 
rightly or wrongly, that Mr. Neale’s connection with the agency which 
buys more network time than any other, and Mr. Crites’ connection 
with a leading purchaser of radio time, were spelled out in the letter 
for purposes of exerting some pressure on the judgment of stations 


which might not otherwise accept per inquiry deals. 
Mr. Gale is probably right in his assessment of the situation, but 


the principle involved is not a minor one in this or any other busi- 
ness. It behooves people who occupy positions of power as buyers to 
make certain that their positions are not abused, and that their 
actions as private individuals are not subject to misunderstanding. 

If the letter which Mr. Neale sent to radio stations has been ac- 
curately quoted, it would seem that he was less than careful to make it 
clear that whatever any station might do with regard to his private 
business interests would have no effect upon the treatment the radio 
station would receive from Dancer-Fitzgerald-Sample or General 
Mills. 

We are confident that this is the case. But his failure to say so in 
unequivocal terms was an error of judgment which is, properly we 
believe, proving somewhat embarrassing. 


Cyrus H. K. Curtis: Father of Magazines 

It was fitting that The Saturday Evening Post should pay tribute 
to Cyrus H. K. Curtis on the 100th anniversary of his birth, June 18, 
1850. 

In a larger sense than is true of any other individual, Mr. Curtis 
is the father of the modern American magazine—a pioneer in a rela- 
tively new form of human communication, and one of the most im- 
portant of advertising men. 

“The life of Cyrus H. K. Curtis,” said the Post, “was symbolic of 
America, a testimonial to the land of opportunity. He was born in 
Portland, Me., and grew up in a poor family. He peddled papers on 
the streets and did all the usual sweaty jobs that fell to the lot of 
a hard-working boy in those years. Whatever he did, he did with en- 
thusiasm. Work was a matter of consuming importance to him, and 
remained so as long as he lived. 

“At the age of 19 he went to Boston and got into newspaper work; 
a few years later he moved on to Philadelphia, where he engaged in 
a small publishing enterprise of his own. He was just 33 years old 
when he founded the Ladies’ Home Journal, the first of his maga- 
zines and the beginning of his rise to pre-eminence in the field of 
publishing. In 1897, he bought The Saturday Evening Post for $1,000. 
A publication with:an illustrious past but a seemingly dubious future, 
it then had a circulation of less than 2,000. (Today, Post circulation 
is in excess of 4,000,000 copies weekly, and annual advertising rev- 
enue runs around $60,000,000.) ... 

“His fame lives on in many ways, but to those of us who edit the 
Curtis publications the memory of Mr. Curtis is, particularly, the 
memory of a tradition invaluable to our craft—the tradition of edi- 
torial independence...” 


What They're Saying 


Tomorrow's Newspaper 

There are more old people to- 
day and they are more active. Due 
to scientific development of lenses 
it is reasonable to believe they read 
more since they live longer and 
reading is not the chore it once 
was when we had few eye-glasses 
and no electric lighting. 

But reading problems are not 
confined entirely to the older gen- 
eration. The average school child 
must read 15 times more today 
than in 1900... 

Tests have indicated a line of 
body type about 3-1/5 inches long 
provides the easiest legibility. Yet 
little has been done to adapt the 
news columns or advertising to 
this measure. The newspaper col- 
umns still continue at a 2-inch 
width although a greater width 
seems to be more effective. 

One of the most effective sizes 
of body type for reading is 10 
point, yet even the most progres- 
sive papers are just now coming 
to 8 and 9 point. Many are still set 
on 7 point or less. 

The newspaper industry has just 
now learned that it is much better 
to use capital and lower case let- 
ters than all capitals to make news- 
papers easier to read. The Bet- 
ter Vision Institute reports that 
lower case letters are 12% easier 
to read... 

Other media have long recog- 
nized the attractiveness of color. 
The high visibility of color at- 
tracts the eye and holds attention 
longer. Basic color printing in 
magazines and many-hued motion 
pictures have out-raced the use of 
color in news and advertising in 
newspapers... 

Tomorrow’s newspaper must be 
a sparkling hybrid—combining the 
best of colorful magazines, amus- 
ing movies, informative radio and 
entertaining television—if it is to 
exist at all. 

The newspaper industry has 
been too slow to make changes... 
We must have more quality at a 
cheaper price. We must have more 
colored ink, more and better pic- 
tures, more thought in making 
newspapers easier to read. 

There are some hopeful signs— 
cooperative research by the Amer- 
ican Newspaper Publishers Asso- 
ciation and manufacturers for fast- 
er and cheaper printing through 
new photographic processes; The 
American Press Institute; the con- 


tinuing study of newspaper read- 
ing habits; the Associated Press 
study for simplified writing; and 
individual and continuing news- 
paper research in more and more 
cities to determine reader inter- 
ests and buying habits. 

We must adapt the plastic pro- 
cesses to our business more speed- 
ily. Labor and capital must work 
to use the most economical de- 
vices—we will not survive other- 
wise. 

We must stress quality—better 
writing, better editing, more at- 
tractive display. We must have im- 
proved products. It is odd that 
these facts have been recognized 
faster by the non-metropolitan 
(10,000 to 50,000) newspapers of 
America than the metropolitan 
dailies. By and large they have 
modernized their typography fast- 
er and tried more experimental 
things. Maybe they are closer to 
the rapidly changing pattern of life 
in the United States. 

—Talk by J. W. West, general man- 

ager, the Times-News, Kingsport, 


Tenn., before Texas Press Association, 
June 16, 1950. 


The Path for Research 

There is, in my opinion, an urg- 
ent need in research for more crea- 
tiveness, more real analytical abil- 
ity and more imagination. As a 
business, research might be able 
to get through the next few years 
without improving itself; it has 
come through some pretty tight 
Squeezes in the past. But if re- 
search really wants to be called a 
profession and respected as one, 
I don’t think today is too soon for 
everyone in it to stop making sur- 
veys and start doing research. 


—William Dignam, Alfred Politz Re- 
search Inc., to Market Research Group 
of the American Marketing Associa- 
tion. 


The Job of Advertising 

The job of advertising in our 
expanding economy is to help 
make sure that the expansion is 
growth, not bloating; that the 
growth is in muscle, not fat; in 
goods, not dollars; in better living, 
not softer living; in ambition, not 
greed; and in the vital capacity 
to produce more, sell more, and 
enjoy more, and keep on growing. 
This job I am sure we can and will 
do. We’re used to it—it’s the one 
we have been doing. 


--Clarence B. Goshorn, Benton & 
Bowles, to the annual meeting of the 
Four A’s. 


Advertising Age, June 26, 1950.7 


Rough Proofs 


Curtis research says it has found’ 
out that American families spend 
seven billion dollars a year on their 
vacations, and of course there’s no 
telling how much more recovering 
from them. 

e 

Those employes of the mechan- 
ical departments of the World. 
Telegram & Sun, who refused to 
cross the Newspaper Guild’s picket 
line, probably feared physical vio. 
lence at the hands of the girl re- 
porters. 

a 

“More complaints about our 
price lists! Our customers say 
they’re so blurred no one can read 
them!” the business man is pic- 
tured as saying. 

His own copy must have been 
better than average. 

The delay following initial ac- 
tion against Coca-Cola in France 
must have been the pause that re- 
freshes, as the wine growers and 
their friends appear to have de- 
cided to yield gracefully to the 
inevitable. 

a 

“Magazine reading encourages 
people to spend their time doing 
everything but read magazines,” 
says C. T. Dearing, but somehow 
or other they continue to find more 
time to read more magazines. 

* 

“Some times good fishing, other 
times considerable work,” says 
Brooks Taylor in advertising his 
summer cottage location. 

Now the fishermen know his 
copy is 99.44% pure. 
. 
“Movies are better than ever,” 
the producers and exhibitors as- 
sure you, and they can offer “Fran- 
cis, the Talking Mule” as ample 
evidence to prove it. 
+ 

“Experience in selling desirable 
but not essential,” says a print- 
ing company looking for a business 
getter. 

If he can find the orders, ,they’ll 
furnish the experience. 

° 
“How big is $7% billion?” asks 
Milk Plant Monthly. 
If you insist on asking some peo- 
ple in Washington, they’ll tell you 
it’s a mere bagatelle. 

* 

“Art ability is only one part of 
an artist’s success picture,” says 
the ad. 

Well, of course you do have to 
know how to get along with the 
art directors. 

. 

Radio listeners were shocked to 
hear that Fibber McGee and Mol- 
ly and S. C. Johnson are parting 
company after 15 years. Most of 
them thought Fibber’s middle 
name was “Glo-Coat.” 

e 
Leo Durocher is convinced that 
winning the National League pen- 
nant would be a cinch if the only 
team the New York Giants had to 
play was the Chicago Cubs. 

e 
The main problem of the Amer- 
ican Medical Association in _ its 
$1,110,000 advertising campaign 
against compulsory health ins 
ance is convincing people that t 
government can’t keep them well 
by passing a law. 
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One half of the 
Philadelphia Market 


lives outside the city limits 


Make your advertising dollars 
reach out to the thriving towns 
and communities that surround 
Philadelphia ...as well as 
the metropolitan area itself 
... Invest them in THE 
PHILADELPHIA INQUIRER! 
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INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA 


Che Philadelphia Mnguirer 


NOW IN ITS 17TH CONSECUTIVE YEAR OF 
TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Exclusive Advertising Representatives: 
2 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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“Post promotion sent § 
sales up...and 


theyre still up! 


Says WILLIAM GOLUB, President of Central Markets Inc. 


“The promotion has been over for three weeks, 
but we’re still using Post material because we’re 
having some of the biggest weeks in our history!” 


HE SATURDAY EVENING POST-CENTRAL MARKETS 
Wetapiane ended on May 13. But on June 6 
—three weeks later—sales were still at the high 
level reached during the ten days of the promo- 
tion. Bill Golub doesn’t think that this impact 
was an accident. He wired the Post, ‘‘ We plan to 
continue featuring Post-advertised products in our 
newspaper advertising.” 


The important thing to remember, while looking fad - aii, Miiceae eal 
at this picture story of the promotion, is that it \ ames “=o. a | Oe 
is just one example of the many ways in which ’ te aa: = A = ir a he 
alert retailers in the food, drug, automotive and 
department-store fields are using the Post—con- 
tinuously, 52 weeks a year—to make sales for them. 
One more proof that the Post can become a pow- 
erful local selling force for your product; can con- 
vert its millions of loyal readers into customers for 
you throughout the country . . . or in a given city 
... or in a given store. 


The enthusiasm built up by pre-promotion indog 

* trination sessions carried right through to the poi { 
of sale. Note the employee badge worn by Store Manag 
Sol Wasser, above. 


Bill Golub’s ingenuity hit a new high when & Ev 

* designed bumper cards (above) to tell the citizem* 4}, 
of Schenectady of the event. One of the outstandithttenti, 
factors in the promotion’s success was guide posts (es ed it 
which led customers to all departments, increased relate well | 
department buying. I depe 


Bill Golub, right, and his brother Ben, President and 

* Vice-President respectively of Central Markets, look over the 
newspaper spreads which heralded the opening of the Central 
Markets-Saturday Evening Post promotion. 
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The picture above shows a typical Central Market during the ten days 

* of the promotion. The colorful, festive air made people want to buy—and 

buy more. Note the dominance of the “Post Recognized Values” theme, both in 
e store generally and at the actual point of sale (right). 


Every department was brought into 

* the promotion ... given equal display 

aiattention. Post-advertised products were fea- 

lured in the meat and produce departments, 

s well as in the grocery section. Significantly, 
departments showed sales increases. 


Why do “’Post Recognized Values’’ make sales? 


- Inaword,confidence—that comes from an old trust- 


ed friend saying “this is a good, honest product.” 

Proof of the reader confidence enjoyed by the 
Post is seen in the results of a recent survey of - 
readers of the four leading weekly magazines. Food 
buyers said they consider the Post most reliable, 
pay more attention to its advertising, have more 
confidence in products advertised in the Post. 

Every product needs the extra “plus” of con- 
sumer confidence to bridge the vital gap from the 
shelf to the basket—a plus which the Post can 
give better than any other magazine. 
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Fuss with Byrd, Other Reasons 
Given for Basing Point Veto 


WaASHINGTON—The Monday 
morning quarterbacks are sifting 
through the ruins for a compli- 
cated explanation for the Presi- 
dent’s veto of the so-called “bas- 
ing point” bill. Some ascribe it to 
high echelon politics, garnishing 
their theory with reports of secret 
huddles of the CIO, the consumer 
co-ops and the Democratic national 


By STANLEY E. COHEN, Washington Editor 


committee. 

And there’s a more imaginative 
account which links the veto and 
the President’s feud with Sen. 
Harry Byrd (D., Va.). According 
to this one, the veto is a reprisal 
aimed at Sen. Johnson (D., Colo.), 
for permitting the Senate inter- 
state and foreign commerce com- 
mittee, which he heads, to pigeon- 
hole the nomination of an anti- 
Byrd Virginian, Martin Hutchin- 


son, to the Federal Trade Com- 
mission. 

Actually, there is every reason 
to assume that the President is 
utterly sincere when he says he 
vetoed the bill because he feared 
it would create more uncertainty 
than it would eliminate. He’s no 
babe in the woods on this matter. 
Just 14 years ago, Sen. Harry 
Truman (D., Mo.), fully aware of 
his own unhappy experiences in 
the haberdashery business, was a 
wheelhorse pushing the Robinson- 
Patman Anti-Price Discrimination 
Act through the Senate. 

In his veto, the President indi- 
cates that he would have signed 
the bill were it merely a matter 
of reiterating the right of business 
men acting independently to ab- 
sorb freight and sell at delivered 


prices. But he fears “sleepers” in 
the bill would weaken the Robin- 
son-Patman Act or at the very 
least throw dozens of cases back 
to the courts for reconsideration. 

The President’s veto is a ringing 
endorsement of the Robinson-Pat- 
man Act, and as such is of tre- 
mendous importance. For it means 
that Secretary of Commerce 
Charles Sawyer is “off the reser- 
vation” when he goes around mak- 
ing speeches to the effect that the 
time has come for reexamination 
of our basic anti-trust laws. 

° + * 

One of the widely read Wash- 
ington tip sheets is predicting that 
Federal Trade Commission will be 
directing an increasing number of 
its complaints against advertising 
agencies. The cominission is sup- 
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How to Wrap Up Sales in the Nation’s Capital 


EPARTMENT store wrappers are busy these 


days in Washington, 


.C. The aggressive 


newspaper ptt se. Les Washington department 


stores helps to keep 


em that way. 


Leading the department store lineage parade for 
the first four months of 1950 — and leading by 
far — was The Washington Star. Of all depart- 


ment store advertising in Washington’s four 


newspapers, 


The Star carried 39.7% (a total of 


2,329,359 lines!) — topping the second Wash- 
ington paper by 54.3%. And, while total store 
lineage gained 3.4% over the same 1949 period, 


The Star gained 11.1%. 


Washington department stores pick The Star first 
because The Star is Washington’s first market- 
place. National advertisers who follow this lead 
capitalize on a dependable Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationall 
Lexington Ave., NY 
Chicago 11. 


Tower, Member: 


by: O’Mara and Ormsbee, Inc., 420 
16; The John E. Lutz Co., Tribune 
Bureau of 


Advertising 


ANPA, Metropolitan Group, Audit Bureau of Circulation. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND 


OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 
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posed to feel that the agencies 
ought to know better than develop 
ads which violate the law. 
Maybe so. At least one commis- 
sioner is known to have said re- 


cently that he is surprised at the 


cynicism of the agencies in the 
cigaret cases. He feels they were 
long fully aware of the misleading 
nature of the copy they provided 
for their clients. 

But it is nothing new for FTC 
to slap its complaints on the agen- 
cy and client jointly. Last year, 
the commission issued an order 
against Carter Products and its 
former agency, Smail & Seiffer, 
holding them jointly responsible 
for misleading advertising for Ar- 
rid. In another case, the commis- 
sion issued its order against a 
client and dismissed the charges 
against an agency. FTC members 
said they were convinced that the 
agency was not responsible for 
the objectionable ads, had even 
advised against them. 

© +. * 

The President’s program to pro- 
vide insured loans for small busi- 
ness may be squeezed out in the 
adjournment rush, With the most 
urgent legislation, other than the 
omnibus appropriation bill, well 
on the road to the White House, 
members of Congress are getting 
adjournment fever. Many believe 
they should be en route home by 
the end of July. The small busi- 
ness program is relatively non- 
controversial; but neither is it 
pressing. With business booming, 
the bankruptcy curve, which was 
a bit frightening last year, has 
flattened out. 

* * * 

Most explosive item before next 
year’s Congress will be the ad- 
ministration’s “After the Marshall 
Plan, What?” program: This is the 
long-range blueprint for closing 
the “dollar gap” now being drawn 
by a special task force under Ex- 
Army Secretary Gordon Gray. 

Nobody—not even Gray—knows 
what the program will be, but it is 
certain to contain political dyna- 
mite. To “close the dollar gap” we 
have to import about $400,000,000 
more annually from Europe, ac- 
cording to current estimates. Yet 
even at today’s high business level, 
the “Congressional Record” is: re- 
plete with the complaints of con- 
gressmen who are alarmed at the 
ability of other nations to sell oil, 
textiles, watch movements and 
grain in this country. 

Though the Marshall Plan is 
supposed to run until 1952, Sec- 
retary Gray would like to com- 
plete his program in time for the 
President’s State of the Union 
message of January, 1951. The ad- 
ministration feels that post Mar- 
shall Plan policies should be de- 
bated in 1951, rather than 1952, 
which would be a national election 
year. 

* - = 


FCC Chairman Wayne Coy may 
find it difficult to get his six col- 
leagues together on a color tele- 
vision decision by early fall—as he 
forecast during recent speeches. 
At least one member—Commis- 
sioner E. M. Webster—is express- 
ing doubts. He says it may be 


beyond the physical capacities of 
the individual commissioners and 
staff to digest the record, study 
the matter thoroughly, discuss it 
among themselves, and render a 
formal decision. Besides that, says 
Webster, “we ought to be attending 
to other important business.” 

“Am I doing justice to you and 
other radio services,” he asked 
the American Taxicab Association 
last week, “when I tell you that 
back in Washington I am forced 
to devote 90% of my time to pro 
lems involving broadcasting a 
television?” 

Delay on color means more del 
on unfreezing TV, for it is virt 
ally certain that the color decisi 
will precede “unfreezing” by 
least six months. 
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As an advertising 
medium with audited 
monthly circulations 
that sound like the 
national debt... 
available at 
cafeteria prices... 
dollar-for-dollar, 
Comics Magazines 
are the most 
efficient advertising 
vehicle for moving 
merchandise in the 


mass market. 


ational 
Comics 


Dron 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 
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Mutual Stays With NAB 


Directors of the Mutual Broad- 
casting System, meeting in New 
York, have decided to keep the 
network in the ranks of the Na- 
tional Association of Broadcasters. 
The industry had been waiting to 
see if MBS would follow the lead 
of CBS and ABC in leaving the 
association. 


A&P Elects Burger 

Ralph W. Burger has been elect- 
ed president of the Great Atlantic 
& Pacific Tea Co. of New Jersey. 
He succeeds David T. Bofinger, 
who died last December. With the 
A&P since 1911, Mr. Burger was 
formerly secretary of the New 
Jersey unit. 


Ross Names Sandler A. M. 


Ross Reliance Corp., New York, 
distributor of appliances for in- 
stalment dealers, has named Louis 
Sandler, previously copy chief of 
Allen, Press & Kenin, as adver- 
tising manager. 


Rodkin Agency Moves Office 

Sander Rodkin Advertising 
Agency has moved its offices from 
936 N. Michigan Ave. to 159 E. 
Chicago Ave., Chicago 11. 


Largest Soft Drink 
Advertisers Getting 
the Heaviest Sales 


New YorK—Leading sellers in 
the bottled carbonated beverage 
field are those doing the heaviest 
advertising, according to a survey 
of buying patterns made by 15 
newspapers in as many markets. 

The studies, which will appear 
in the July issue of National Bot- 
tlers’ Gazette, are based primarily 
on consumer interviews. At least 
2% of the families in each area 
covered were sampled. 

Coca-Cola, Pepsi-Cola, 7-Up, 
Canada Dry and Hires root beer, 
five brands known to receive the 
widest advertising support, were 
found the top sellers in most local- 
ities where they are available. 


s Outstanding example of adver- 
tising’s ability to create and main- 
tain soft drink sales, it was said, 
is Coca-Cola. One of the most 
heavily advertised food products 
in the U. S., Coca-Cola “ranks as 


the first or second most-preferred 
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the Media Director who put his 
Client on the trail that leads to 
sales to 1,000,000* MEN who read 
and own The Elks Magazine. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


This is 


* Dec. 1949 ABC statement— 
928,010 circulation—a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 


beverage” in all markets covered 
by the survey. 

“While the studies cover speci- 
fic markets,” the Gazette said, 
“they contain important ‘basic’ 
information that make them im- 
portant reading for bottlers in all 
areas. For one thing, the studies re- 
veal that soft drink buying habits 
are constantly subject to change. 

“For this reason, they point out 
the need for bottlers to reevaluate 
their present selling policies and 
merchandising activities in the 
light of current purchasing habits.” 

Newspapers which conducted the 
studies were: Post-Crescent, Ap- 
pleton, Wis., Birmingham News, 
Columbus Dispatch, Deseret News, 
Salt Lake City, Illinois Daily 
Newspaper Markets Inc., Indiana- 
polis Star, Milwaukee Journal, 
Omaha World-Herald, Philadel- 
phia Bulletin, St. Paul Dispatch- 
Pioneer Press, Seattle Times, 
Washington Post, and the Fresno, 
Sacramento and Modesto Bee pa- 
pers in California. 4 


Fortune Pope Returns 
to Direction of WHOM 


Fortune Pope, who launched the 
station’s multi-lingual operations 
in 1946, has returned as active head 
of WHOM, New York. He was 
named president of Atlantic Broad- 
casting Co., operator of the sta- 
tion, following the death of his 
father, Generoso Pope. 

For the past year or so Gener- 
oso Pope Jr. was general manager 
of WHOM. He now will devote 
most of his time to the editing of 
Il Progresso Italo-Americano, al- 
though he continues as executive 
vice-president of the station. 


Industrial Surveys Adds 9 


Industrial Surveys Co. New 
York, has added the following new 
accounts to its National Consumer 
Continuing Panel and the National 
Retail Audit. They are: California 
Prune & Apricot Growers Inc.; 
Cherry Institute; Farm Journal; 
Minute Maid frozen orange juice 
(Minute Maid Corp.); Mutual Or- 
ange Distributors; Sunkist lemons 
(California Fruit Growers Ex- 
change); Tree Sweet Products Co.; 
Uncle Ben’s converted rice (Con- 
verted Rice Inc.), and Western 
Beet Sugar Products Inc. 


Libbey Glass Promotes Parr 


E. J. Parr has been named spe- 
cial eastern premium sales repre- 
sentative of Libbey Glass, divi- 
sion of Owens-Illinois Glass Co., 
Toledo. Mr. Parr, who has been 
in charge of Libbey’s Boston 
branch office since 1942, will make 
his headquarters in the New York 
office. F. E. Dickhaut has been 
appointed to succeed Mr. Parr in 
the Boston office. 


MacHarrie to Calkins & Holden 


Lindsey MacHarrie, formerly 
supervisor of daytime program- 
ming at Young & Rubicam, has 
been named radio and television 
director of Calkins & Holden, Car- 
— McClinton & Smith, New 
York. 
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Gelling Persenal 


Friends of Mr. and Mrs. William Jerome Byrnes gathered at their 
Evanston home June 10 to congratulate them on their 25th wedding 
anniversary. Jerry is famous as head of the promotional activities 
of the Chicago Tribune... 

Oswald F. Mingay, managing director of Mingay Publishing Co. 
and Radio Printing Press, Sydney, Australia, and Mrs. Mingay are 
sailing for home from Vancouver June 29, completing a tour of the 
world which has taken more than a year. Mingay publications in- 
clude radio and appliance business papers, as well as a variety of 
catalogs, rate services, etc... 

Top honors as a model ex- 
pectant father go to Bernard 
Dudley, v. p. and television di- 
rector at MPO Productions, 
New York. He was awakened 
June 8 by a telephone call 
from the family doctor, who 
reported the arrival of Theo- 
dore Butler Dudley at Len- 
nox Hill Hospital. Mrs. Dud- 
ley, who deserves top honors 
of her own, had driven to the 
hospital in the night. The 
drive took five minutes, Theo- 
dore a few more, and then 
Daddy was told the news... 

After five years the dis- 
tinguished flying cross that 
Mare A. J. Beaudoin won as a 
member of the Canadian Air 
Force has caught up with him 
at BBDO, Minneapolis, where 
he is an advertising artist. The 
medal was presented by the 
British consul in St. Paul to 
Beaudoin, who survived a 
crash landing after 35 missions 
as navigator of a Lancaster 
bomber in the RAF... 

A few weeks ago Haan 
Tyler, manager of KFI-TV, Los Angeles, walked into his country — 
club to make arrangements for the annual Southern California 
Broadcasters’ Association Whingding on Sept. 22, and learned the 
date was already taken. “Give me the name of the member who has 
it and I’ll try to get him to change,” he told the maitre de. “It’s a 
Mr. Tyler who wants it for a reception following his daughter’s 
wedding,” he was told. So the Whingding will be held Sept. 15. Tyler 
will be at the club that night, and also one week later when he will 
act as host at his daughter’s wedding reception... 

Three Clevelanders whose birthdays fall on June 6 got together 
for their annual luncheon celebration of the day. They are Wilmer 
H. Cordes, director of advertising for American Steel & Wire Corp.; 
William Weaver, v. p. of Griswold-Eshleman; and Will J. Feddery, 
central western manager of Hardware Age. Mr. Cordes and Mr. 
Feddery, incidentally, are both finishing 37 years with their respec- 
tive companies... . 


FATHER AND THE BRIDE—George A. Mor- 
rell, vice-president and treasurer of John 
Morrell & Co., Ottumwa, la., beams at his 
daughter Constance following her marriage 
in Phoenix, Ariz., to Walter E. Besecker Jr. 
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20 YEARS AGO—Philip W. Lennen (center), chairman of Lennen & Mitchell, and 
dean of the agency’s 20 Year Club, was telling a story of the old days when snapped 
at the club’s annual reception and dinner June 2. From left to right are: Lillian B. 
Buchwald, treasurer’s department; Michael J. Madar, vice-president, production and 
service; Ray Vir Den, president; Catherine V. Parker, vice-president heading media; 
Mr. Lennen; Catherine Victoria, production department; Gwladys W. Allen, recep- 
tion; John Rudolph, accounting department; and Myles E. Baker, production and 
service department. 


Married June 3 was Kathryn Jeanne Cleary, daughter of James 
M. Cleary of Roche, Williams & Cleary, and Mrs. Cleary. The groom 
is Francis Wilson Goessling, in the ad dept. of Marshall Field & Co., 
and one-time AA staffer... 

Philip C. Lauinger, publisher of Oil & Gas Journal, may have set 
a record as his family sailed from New York not long ago. The total 
count for the Lauingers was eleven. They will visit Rome, where 
Mr. Lauinger will have a private audience with the Pope... 

A certificate of merit for distinguished service in the agricultural 
development of the Pacific Northwest has been awarded to William 
H. Horsley, president of Pacific National Advertising Agency, Seat- 
tle, by the State College of Washington. The presentation was made 
at commencement exercises in Pullman, Wash. He was described 
as “native of Yakima Valley; son of the University of Washington; 
friend of the fruit industry; servant and benefactor of the agri- 
cultural industries of Washington State.”. . 

“Mehitabel,” highest annual award of the alumnae association of 
the Tobe-Coburn School for Fashion Careers, was given to Janet 
Loeb Wolff, copywriter at Compton Advertising, New York, for out- 
standing achievement in the advertising field since her graduation 
from the school. She and her husband, Dr. James A. Wolff, pedia- 
trician at Lenox Hill Hospital, New York, have two small sons, so 
Mrs. Wolff has more than one full-time job... 
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These Charts Prove that | 
| the Legion Magazine is 


Read by 3000000 Men! 


ere oi 


AN INCREASE OF 89% IN READERSHIP IN 3 YEARS—AND RISING STEADILY |) 
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}| Richard Manville’s reports to | 1 
4 our editors are available for , ‘ 
your personal examination. 
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ADVERTISING TO MEN? 


Here are the facts to prove 
that you can get EXTRA VALUE 
for your ad dollar 


Eighty-nine percent increase in with “hit and run” readers. The only 
readership in 3 years— proved con- men interviewed who qualified as 
clusively by one of the most exacting readers of an issue were those who 
studies ever made! That’s why The had read a minimum of 25% of two 
American Legion Magazine is break- or more major editorial features. 
ing records in producing sales among On the opinion and the needs of 
men. these men se a a Legion 
Magazine. Editors made sweeping 
Read W bat Happened changes, revamped entire issues, 
By 1947, two million new subscribers threw out low-preference features. 
were reading the Legion—men whose They accepted only articles with the 
common interest in America and in highest preference quotas. 
their own communities had inspired The present Legion editorial for- 
them to join the American Legion. mula took shape. Today it rigidly 
Our editors wanted to know how to’ determines the selection of every- 
make these men not only read but thing that’s published. 
actually depend on the Legion Maga- That’s why the charts above tell 


zine and its special services. such a powerful story. We believe 

pea ey oie Thus began the most rigid and _ you will agree, they answer once and 
ral cai pet thorough reader preference study for all the query “How well read is 
am ever undertaken. No time was spent The American Legion Magazine?” 
at- Source: Richard Manville’s Editorial Reports 
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“Ty Remember This When You Have vacant to Sell to Men 
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IMPACT! This Shell Service Station, completely decorated with point-of- 
sale advertising displays, literally stops traffic . . . and turns it into sales. 
Thus Shell ties their powerful national advertising program to the spot 
where sales are made. 
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Powerful Point-of-Sale Advertising 
™ Plan Boosts Sales for Shell Stations 
. . Across the Nation 


Shell Service Stations everywhere have been dressed up for 


many weeks in a car-stopping array that’s making history. This 


gigantic, co-ordinated nation-wide point-of-sale advertising pro- 


gram is one of the largest ever undertaken. Conceived in the 
Shell Oil Company Advertising Department, production of the 


program, including printing, lithography and distribution was 


carried out successfully by CHICAGO SHOW Printing Company. 


D. C. MARSCHNER, Manager 
Sales Promotion & Advertising Dept. 
Shell Oil Company 
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TV Families Have 
3.8 Members, Jay 
& Graham Reports 


CHIcAGO—The average TV 
household in New York and Chi- 
cago contains 3.8 persons, as con- 
trasted with an average of 3.3 per- 
sons in non-TV homes, Jay & Gra- 
ham Research Inc, reports. 

The average family with a tele- 
vision set here and in New York 
has more than twice as many chil- 
dren under 12 years old as in non- 
TV homes, according to Jay & 
Graham, which conducts Videodex 
video program ratings in 18 mar- 


kets, based on continuing panel re- 
ports. It estimates that 100 TV 
homes contain 92 children, against 
only 44 in homes without TV sets. 

Charles Callard, head of Video- 
dex research, points out that the 
length of time a city has had a 
TV station has an important bear- 
ing on the makeup of the TV au- 
dience. 


s In the early stages of television 
here, he reports, more than half 
the families buying sets had no 
children under 12. Prior to the fall 
of 1949, the number of teen-agers 
in TV homes was about the same 
as in other homes, but since that 
time families buying sets have had 


Third In the nation In seafood 
value with over 5,400 shrimp 
boats operating in the South. 
Shrimp is only a part of the 
Southern Fishing 


me sh, SITE FoR RATES « 
tet Waite FoR 


industry... 
wt ae 


more than an average number of 
teen-agers. 

Although there still exists a 
“deficiency” of TV sets among 
families of one to three persons, 
a comparatively larger number of 
such families have been buying 
sets since last December, Mr. Cal- 
lard points out. 


Haywood Elected 

Marshall Haywood Jr., president 
of Haywood Publishing Co., has 
been elected ident of Elec- 
trical Publications Inc., Chicago, 
a subsidiary, as well. He succeeds 
the late E. C. Bennett. C. W. Leihy 
was reelected executive vice-presi- 
dent, and J. H. T*»mson of Cleve- 
land, who assumes direction of 
sales and sales promotional activi- 
ties, has been reelected a vice- 
president and added to the board. 


Syman Leaves ‘Post’ 


Stanley Syman has resigned as 
department store advertising man- 
ager of the New York Post. Mr. 
Syman was previously with the 
New York Times and the Hearst 
organization. 


Advertising Age, June 26, 1950709) 
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Lawrence, Ind., Study Shows Readership Is 
High for Display Ads on Classified Page 


New York—The most valuable 
place for a display advertisement 
in a weekly newspaper is on the 
classified page, a recent reader- 
ship study made by. the Journal, 
Lawrence, Ind., reveals. 

“This finding may influence 
some publishers to spread classi- 
fied over several pages in order to 
accommodate local or national dis- 
play advertising on classified 
pages,” the current issue of The 
American Press says. 

“The survey of the Lawrence 
newspaper,” The American Press 
reports, “was made by the com- 
munity journalism class of the 
department of journalism of But- 
ler University under the direc- 
tion of assistant professor George 
H. Miller. 

“The survey showed that page 
traffic through the eight-page 
Lawrence newspaper was as fol- 
lows: 97% read something on the 
first page; 78% on the second; 70% 
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Simply remove protective cov- 
ering and press display in 


place. ‘Stays put,"* until pur- 
pores removed. 
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WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


Exclusive with KLEEN-STIK 


aud \— STRIPS 


Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 
A small Klieen-Stik spot in each corner or a thin strip down each 


side is all you need for perfect adhesion. 


Kleen-Stik'd pieces 


can be used on practically every surface— WINDOWS * WALLS 
* COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 


CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 


KLEEN-STIK Not a glue, paste or cement, but 


a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 
surface when pressed in place. 


KLEEN-STIK 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 


Wakes Every Place an rAdvenrtising Space! 


Send for ideas and FREE samrles today! 


Fill out and mail this coupon 
ing portfolio of 


. for interestin 
samples and ideas. 


ADDRESS__. 


J cw 


CITY. 


ZONE 


STATE 


KLEEN-STIK PRODUCTS, inc. 


225 N. MICHIGAN AVE. 


CHICAGO 1, ILLINOIS 


(the page with classified ads); 
88% on the fifth (next to classi- 
fied); 75% on the sixth; 85% on 
the seventh; and 75% on the back 
page. 


s “Classified ‘For Sale’ ads were 
read by 71% of men and 69% of 
women and four small retail ads 
were read by more than 50% of 
the newspaper’s readers. 

“Of the few national advertise- 
ments in the newspaper, all re- 
ceived high readership. A 60” ad 
of Chevrolet trucks was read by 
31% of the men and 31% of 
the women. A 12” Celotex ad 
was read by 32% of the men 
and 23% of the women; a 15” 
Chevrolet piston ring ad was read 
by 30% of the men and 21% of 
the women; a 5” Christian Science 
Monitor ad was read by 16% of 
the men and 22% of the women; 
and a 12” Maytag washer ad by 
19% of the men and 35% of the 
women. ‘ 

“Lowest read advertisement in 
the newspaper was a hotel ad read 
by 19% of the men and 15% of the 
women. Highest was a small dry 
cleaner’s ad—only 5” but on the 
classified page—read by 50% of 
the men and 59% of the women.” 


New Haven Adclub Elects 


J. Frank Bean, manager of the 
National Biscuit Co., New Haven, 
Conn., has been elected president of 
the New Haven Advertising Club. 
Other officers are: Vincent M. 
Reynolds, general manager, Gam- 
ble-Desmond Co., lst vice-presi- 
dent; Charles E. Butler, manager, 
S.H. Kirby & Sons, 2nd vice-presi- 
dent; Richard J. Donnelly of Bot- 
winiks, secretary, and William H. 
Tuthill, Hotchkiss Realty Co., treas- 
urer. 


Three Name Bach Agency 


Henry Bach Associated, New 
York, has been cgpetasee to han- 
dle advertising for York Mode, 
manufacturer of misses’ and teens’ 
coats and suits; New York Girl 
Coat, maker of children’s coats; 
and Herbert R. Leeds & Co., sell- 
ing agent for five textile mills. 


‘Argus’ to Accept Ads 

Format of “The Argus,” offi- 
cial organ of the Public School 
Trustees Association, Toronto, has 
been revised to 7x10” size. Ad- 
vertising will be accepted with the 
June-July convention issue. Ernest 
A. Foord has been appointed ad- 
vertising manager. 


Rochester Gas Ups Alling 


Sydney Alling, formerly man- 
ager of industrial and commercial 
sales for Rochester Gas & Electric 
Corp., Rochester, N. Y., has been 
appointed to the newly created 
post of general sales manager of 
the company. 


NEW JERSEY'S FOURTH LARGEST MARKET 


EATS WELL 


Food Advertisers: — Bayonne folk 

nd *292.00 annually for Food — 

$78.00 MORE than the national aver- 

age .. . Get your share of this 40%, 

better-than-average market and re- 
member... 

Bayonne «++ CANNOT BE SOLD 

FROM THE OUTSIDE 

* Source — Sales Management 

Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER 


on the third; 88% on the fourth’ 
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6 oes the circulation of THE TOLEDO 
SUNDAY BLADE for Sunday, June 4. 


Average Sunday net paid for April and 

May was 151,224. This is a gain of 8,434 

over the publisher’s statement for the 6 

months ending March 31 and a gain of 

a: 680 since the Sunday Times became 
the Sunday Blade on August 1, 1948. 


The combined DAILY net paid circula- 
tion of THE TOLEDO BLADE and 
THE TOLEDO TIMES is now 231,196 
—and IT is going up, too. 


AND SCHMITT, ING. 
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Florida Sees 
Bumper Citrus, 


Tourist Crops 


Citrus Prices Hit Record 
Highs; Expect 1,000,000 
Visitors This Summer 


TALLAHASSEE—Florida business 
men are basking in some of their 
own much-advertised sunshine, 
with a banner citrus year just 


drawing to a close and record 
tourist crowds predicted for the 
forthcoming summer season. 

Gov. Fuller Warren estimated 
that upwards of 1,000,000 people 
will visit the state this summer, 
a eonsiderable increase over last 
year’s record throng. He attributed 


_|the increase to coordinated plan- 


ning on the part of all parties in- 
terested in promoting summer va- 
cation business in the state. 

The governor described a meet- 
ing he had called of top trans- 
portation company officials, at 
which advertising budgets and var- 
ious promotion themes were dis- 
cussed and a definite program was 
decided upon. 
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In addition to individual efforts, 
Warren added that the state ad- 
vertising commission (which he 
heads by state law) was allocat- 
ing a larger share of its appropri- 
ation to summer promotion. 

The current citrus season has 
shattered all existing price records 
and has revealed certain signifi- 
cant trends in the industry, ac- 
cording to a review of the 1949-50 
growing season prepared by Harry 
F. Wilson of Federal-State Market 
News Service. 

Wilson said oranges hit a 22- 
year price high at auctions, while 
grapefruit prices were the highest 
in history. The most significant 
trend of the season, he said, was 
the decline in fresh fruit ship- 
ments. Fresh orange shipments 
alone dropped off 30%, although 
the crop was about the same as 
last year’s. 

He attributed these price rises 
to several factors: (1) the pheno- 
menal increase in frozen con- 
centrate production, which resulted 
in fresh, frozen and canned inter- 


ests outbidding each other for the 
fruits; (2) light crops in the citrus 
states of Texas, California and 
Arizona due to recent freezes; (3) 
better organization among Flori- 
da’s citrus growers; and, (4) estab- 
lishment of minimum prices at 
strategic periods during the sea- 
son. 


s The only dark spot in Florida’s 
generally rosy picture is a charge 
of “politics” hurled at the Florida 
Citrus Comission by two members 
who have submitted their resigna- 
tions to the governor. Immediate 
cause of the resignations was elec- 
tion of W. F. Robinson, Leesburg 
lawyer, as chairman of the com- 
mission. 

Loren T. Bice, often named as 
probable chairman, and his strong- 
est supporter, Tom Turnbull, were 
the resigning members, with Bice 
stating in his letter of resignation 
that a “political atmosphere was 
engulfing” the commission. 

Turnbull was believed to be 
slated for the important post of 


Bh cawnes? | 


Sales are not confined when you use the Pittsburgh 


Post-Gazette—It Sells the 


Three million people live within a 50- 
mile radius of Pittsburgh—two million 
of them surround Pittsburgh’s ABC 
city zone—only one million live inside. 
Your sales manager gears his sales 
plans to this pattern. You can gear 
your advertising plans to the same pat- 
tern by using the Post-Gazette. It alone 


REPRESENTED 


NATIONALLY BY 


entire Pittsburgh Market! 


gives effective coverage both inside and 
outside Pittsburgh’s ABC city. It per- 
mits you to route your advertising as 
your sales manager routes his salesmen. 
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chairman of the commission’s ad- 
vertising committee, which han- 
dies $2,000,000 in citrus adver- 


tising per year, if Bice had been 


named chairman. 

The 12-man citrus commission 
is established by the state legis- 
lature and oversees all citrus oper- 
ations in the state. Members are 
appointed by the governor, and to 
qualify are supposed to derive the 
major part of their income from 
citrus growing. The commission 
makes recommendations to the 
legislature, which, if enacted into 
law, become known as the citrus 
code, by which all growers are 
supposed to abide. 


= The citrus commission’s adver- 
tising committee raises its ad funds 
by assessing growers so much per 
box of fruit. Currently there is 
some agitation to ask the legisla- 
ture to authorize a straight nickel- 
a-box assessment, which would 
enable the commission to nearly 
double its present $2,000,000 ad- 
vertising schedule. Some say this 
healthy ad expenditure helps ex- 
plain why there is some jockeying 
among commission members for 
positions on the ad committee. 

The new citrus code permits the 
commission to spend the money 
derived from assessments wher- 
ever it feels it is needed most, 
whereas previously money from 
fresh fruit shipments had to be 
used for fresh fruit advertising, 
frozen for concentrate ads, etc. 
Thus a committee made up, for 
example, of all canners, would be 
able to recommend that a major 
portion of the money be spent in 
their own field. 


FLORIDA AD GROUP 
REVEALS 1951 PLANS 


JACKSONVILLE—Florida will use 
mostly four-color ads in major 
magazines next year in its effort 
to attract tourist business, accord- 
ing to Howe Sadler, director of the 
Florida State Advertising Commis- 
sion. In previous tourist campaigns 
the commission has emphasized 


greater volume with smaller ads. 


Addressing the Jacksonville ad- 
vertising club, Sadler said that de- 
spite the cumulative effect of re- 
cent advertising by the state and 
by individual cities, which has 
placed Florida on the threshold of 
becoming a year-round resort cen- 
ter, he feels that generalized pro- 
motion must be stepped up in order 
to better or even maintain a hold 
on present business. 

Competition will be stiffer this 
year, Sadler warned, with 45 states 
and European countries all mak- 
ing strong bids for tourist trade. 
He estimated that the state will do 
a billion dollar tourist business 
within the next two years. 


Picks Shannon & Associates 
Shannon & Associates, New 
York, publishers’ representative, 
has been appointed as exclusive 
national advertising representative 
of the Journal & Courier, Lafa- 
yette, Ind., effective July 1. 
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‘Life’ Carries Ad 
Looking Like Its 
Own Tie-in Cards 


(Picture on Page 1) 

San Dieco—Life won’t accept a 
reproduction of one of its own tie- 
in window display pieces as an 
advertisement in pages of the mag- 


azine. 

That is the decision of the maga- 
zine’s publishers as communicated 
to Norman Barnes, head of the 
Barnes-Chase Co., Los Angeles 
and San Diego advertising agency. 

The agency submitted full-page 
copy on Breast-O’-Chicken tuna, 
a product of Westgate-Sun Har- 
bor Co. here. The copy was a re- 
production of the conventional 
Life tie-in cards and in a red block 
at the top carried the words “As 
Advertised in Life.” 

The magazine rejected the copy 
on the grounds it might be con- 
strued as endorsement of the prod- 
uct. 


ms Barnes-Chase won an accept- 
ance of the page, however, by 
keeping the format and _substi- 
tuting regular descriptive copy in 
the red block. The ad, which ap- 
pears in the current issue of Life, 
is the first to use the format of 
its tie-in cards. 

The agency has handled the 
Westgate account for 23 years. It 
is using 85 newspapers, radio in 
35 cities, TV in four markets and 
car cards in 20. Mr. Barnes said 
use of television will probably ex- 
pand this year. 

The current car card pictures a 
luncheon plate after lunch, with 
copy explaining that “This Breast- 
O-Chicken tuna sandwich was 
soooo good, the photographer ate 
it before we could get a picture of 
it!” - 


‘Pathfinder’ Ups Mitchell 

Edwin Mitchell, who joined 
Pathfinder and Farm Journal last 
year to head a newly developed re- 
tail promotion division, has been 
named assistant to Arch Thiele, 
national advertising sales manager 
of Pathfinder. Mr. Mitchell will 
continue to make his headquarters 
in New York. 


Hicks Gets Travel Account 

Crone-Fredericks Travel Serv- 
ice, New York, a new advertiser, 
has appointed Lawrence Boles 
Hicks Inc., New York, to handle its 
account. Media schedules have not 
been determined. 


376,640 

FOR 
Among St. Petersburg TIMES local 
advertisers there is a couple of 
ambitious young fellows who de- 
cided to build a better home for 
less money. 

They planned it wisely—built 
it well—a REAL VALUE—AND ... 
in just a little more than 10 short 
weeks (to 5/31/50) have orders 
for more than $376,640.00 worth 
at an advertising cost of only 
$735.36 . .. in the TIMES, of 
course. 

As we've said all along. . . the 


TIMES gives you READERSHIP— 
RESPONSIVENESS—RESULTS! 


ST. PETERSBURG — FLORIDA 


ba TIMES sn 


Theis & Simpson Co. Inc. 
New York Atlanta Detroit Chicago 
V. J. Obenaver, Jr. in Jacksonville, Fla. 


Nox-Rust Appoints Senkus 


Dr. Murray Senkus, formerly in 
the research department of the 
Commercial Solvents Corp., Terre 
Haute, Ind., has been named di- 
rector of research and development 
of Nox-Rust Chemical Corp., Chi- 
cago. 


Hornsby Joins WGST 

Dan Hornsby, formerly account 
executive with Station WCON, At- 
lanta, has joined the promotion and 
sales department of WGST, At- 
lanta. 


Transfers MacIntosh 


Jeanne Elaine MacIntosh, radio 
and television representative of 
the New York public relations of- 
fice of American Overseas Air- 
lines, has been transferred to the 
Hollywood office of American Air- 
lines, where she will act in a sim- 
ilar capacity. 


‘World Government Moves 

World Government News, 
monthly organ of the World Fed- 
eralist movement, has moved to 
15 Moore St., New York. 


Venus Names Mark Agency 


Venus Foundations Garments 
Inc., Chicago, has appointed Loise 
Mark & Associates, Chicago, to 
handle its advertising. A space 
campaign is being planned for na- 
tional and trade publications. 


Brunelle Names Perry V. P. 

Foster Perry, merchandising ex- 
ecutive of Charles Brunelle Co., 
Hartford, Conn., advertising agen- 
cy and public relations counsel, 
has been named a vice-president of 
the company. 
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General Mills Names BBDO 
for Video Assignment 


Batten, Barton, Durstine & Os- 
born has been designated to “ex- 
plore the program possibilities for 
Betty Crocker on _ television,” 
General Mills, Minneapolis, has 
announced. Miss Crocker’s daily 
radio show (ABC) is handled by 
Dancer-Fitzgerald-Sample, which 
had been expected to get the video 
assignment. 

BBDO is the agency for the com- 
pany’s home appliances and Betty 
Crocker Apple Pyequick. 


So quick-drying, even rush jobs take less time. _ 


bring your layouts to life... print on 


THE NEW INTERNATIONAL TI-OPAKE 


So opaque, show-through is reduced to a minimum. Smooth finish for 


faithful reproduction in broadsides, entalogs, house organs. 


Vellum finish for clear, clean-looking folders, booklets, announcements. 


Open up new printing possibilities with the new bright white Ti-Opake! 


International Paper Company, 220 East 42nd Street, 


New York 17, N.Y. 


INTERNATIONAL PAPERS 


for printing and converting 
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By County Agents in Missouri anKc 


--from standpoint of Usefuini 


. County Agents—real farm experts—know their farmers and 

farmer families. They visit in the farm home, work in field and feed lot 
on balanced farming programs, promote and instruct in the most 
profitable agricultural practices. County Agents’ suggestions have a vital 


influence on farm operations—and on farmer purchases. 
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ansas -- over all other farm papers 


John M. Collins, Editor of The Weekly Star, was named 
Outstanding Farm Pape: Editor of The Year 1949 by the 
American Association of Agricultural College Editors. 
Collins and his staff (every one of them can milk a cow) 
produce the most timely and useful farm paper in the U. S. 


today. 


A recent IMPLEMENT AND TRACTOR SURVEY re- 
vealed that Kansas and Missouri Implement Dealers over- 
whelmingly preferred The Weekly Star to carry the factory 
advertising of the lines they sell—as well as their own adver- 
tising for used implements. 


1729 Grand 


HArrison 1200 Chica go 


Kansas City 


ip s. State | st. 
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nformation and Influence on Farmers. 


*Weekly Star Voted Best by Margin of More Than 2 to | 
Over Second Farm Papers in Missouri and Kansas 


County Agents gave their unbiased first choice to The 
Weekly Star in an independent survey—which was made 
without The Weekly Star’s knowledge. 


County Agents were asked this question: 


“What paper or magazine do you consider to be best from 
the standpoint of useful information given and influence 
it has on the farmers in your county?” 


Results showed The Weekly Star preferred by more than 
a 2 to 1 margin over the 2nd and 3rd farm papers. 


(Copy of survey sent on request ) 


: -o os 15E. 40th Stl 
New York LExington 244588 
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Green Bay, Wis. is an ideal Test 
Market in Any Season. Let The 
Green Bay Press-Gazette Help You 
Plan Your Test. | 
GENERAL ADVERTISING DEPARTMENT 
GREEN BAY Press-GAZETTE 


Footnotes 


Lee BY G. D. CRAIN JR, 


An interesting story recently 


: Campaign This Summer? | sitios setae 


tional advertising campaign by a 
well-known company in the food 
processing field. 

Expansion of promotion by com- 
panies such as this is not unusual, 
for though the manufacturer has 
long been known as a regional 
operator, broadening of distribu- 
tion to justify national advertising 
is frequently an indication of the 
results of successful marketing 
and merchandising. 

Hence the comments of a man 
close to the company, though no 
longer a part of it, were unusually 
interesting. He said that the com- 
pany is still without complete na- 
tional distribution, and that in 
many of the major markets of the 


"| country it would be impossible for 


7 
Have you a one* 


Sales grow fastest where families grow 
fastest. And young families obviously 
are the fastest growing families. 


Young families are having the most 
babies, are buying and equipping the 
most homes, need more of practically 
everything. 


Yet some advertisers—and their 
agencies—are still buying advertising 
with a “One side of the track mind.” 
They seem to have a blind spot so 
far as these young growing families 
are concerned and go right on buy- 
ing advertising in the magazines they 
like to read instead of the magazines 
that are edited exclusively for the 
millions of young women in America’s 
great working families. 


When you consider these young, 
growing families whose spendable in- 
comes are at the highest peak in 
history and who read almost exclu- 
sively the romance type magazines 


rhe 


4e2 


like TRUE CONFESSIONS, isn’t it 
logical and good business to put some 
of your advertising dollars over there 
on the other side of the tracks? 


TRUE CONFESSIONS and other 
romance type magazines are your 
passport to these ever growing fam- 
ilies. You simply cannot reach this 
market of young families through 
other magazines, because according 
to Starch Consumer Magazine Study, 
only about 5% of the readers of the 
women’s service magazines or the 
weeklies or the general magazines ever 


see a copy of TRUE CONFESSIONS. 


These families may not be on your 
side of the tracks psychologically or 
emotionally—but brother, don’t let 
that bother you. They're today’s best 
market! Take a look over there across 
the tracks. There’s a lot of sales po- 
tential there and you need TRUE 
CONFESSIONS type magazines to 
sell them. 


¢ a 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N.Y. 


1500, 00 
GRowine 
FAMILIES 


track mind ? 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 


Bigelow-Sanford Carpet Company, inc. 
Bristol-Myers Company 
California Packing Corp. (Del Monte) 


International Latex Company 
international Silver Company (Holmes 
& Edwards & 1847 Rogers Bros.) 

The Andrew Jergens Co. 

Johnson & Johnson 

lamont, Corliss & Company (Pond's) 
lehn & Fink Products 

lever Brothers Company 

The Mennen Co. 

National Biscvit Company 

Procter & Gamble 

E. R. Squibb & Sons 

Star-Kist Tuna 

Swift Baby Meats 


ou 

. Can 

¢ 
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Advertising Age, June 26, 1959” 


the most interested consumer to 
find a store stocking the product, 


a “Why, then,” he was asked, “do 
you think the company is now em- 
barking on this ambitious national 
program?” 

“My impression is,” he replied, 

“that it feels that distribution can 
be forced by the advertising. Of 
course that is not ordinarily pos- 
sible, and in fact ‘forcing distribu- 
tion,’ which used to be a fairly 
familiar phrase in the advertising 
business, is seldom heard these 
days. Few dealers can be compel- 
led to stock a line they are not 
otherwise interested in handling, 
merely because it is to be given 
the benefit of aggressive advertis- 
ing. 
’ “In most cases, it is found to be 
better policy to develop the dis- 
tribution before undertaking na- 
tional advertising, so that dealers 
can cash in on the increased con- 
sumer acceptance and demand 
which the advertising is intended 
to create.” 


@ Advertising agencies used to be 
blamed for promoting advertising 
effort which did not parallel dis- 
tribution and sales opportunities, 
but as far as can be determined, 
this particular campaign was not 
sold by the agency. It was accepted 
by the company because it desires 
to be on an even basis, advertis- 
ing-wise, with its larger competi- 
tors who do enjoy national dis- 
tribution, and also because it hopes 
through the advertising effort to 
stimulate the interest of the deal- 
ers it has and to obtain more. 

In the meantime, however, it is 
inviting millions of consumers to 
“ask their dealers” for a product 
which is not available in their 
markets, with the result that many 
of them will be disappointed. 
Whether this type of effort will 
justify itself in the long run re- 
mains to be seen, but it is certain 
that the plan now being used has 
not been regarded for a long time 
as the best for regional operators. 


Chevvy Dealers Back Sports 


Local Chevrolet Dealer’s Asso- 
ciation, covering New York, New 
Jersey and Connecticut, will spon- 
sor half of the 120 WPIX telecasts 
from Madison Square Garden in 
New York this fall. Included are 
hockey, basketball and track meets. 
Campbell-Ewald Co. is the agency. 


Chrysler Enters Video 


Chrysler sales division of the 
Chrysler Corp., Detroit, will make 
its debut as a network TV sponsor 
this fall. The company will tele- 
vise “Treasury Men in Action” 
over ABC starting Sept. 11 at 8 
p.m., EST. McCann-Erickson is 
the agency. 


Joins Hilton-Davis 


Arthur S. Davis, previously su- 
perintendent of American Water- 
proofing Co., Cincinnati, has joined 
the textile dye-stuffs sales staff of 
the Hilton-Davis Chemical Co., di- 
vision of Sterling Drug Inc., Cin- 
cinnati. 


Merrill Joins McNutt 


Theodore Merrill, formerly with 
Kaiser Services, has joined Geo. 
C. McNutt, Advertising, Oakland, 
Cal., as copywriter and account 
man. 


WHAT’S GOING ON? 


’ Manufacturers and their advertising 
agencies are using inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON'S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS pAPeesS DR MAGAZINES 


342 So Dearborn St. Chicago 4 
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‘Advertising Age, June 26, 1950 


WASHINGTON—A healthy jump 
in department store sales was re- 
ported for the week ending June 
10, bringing sales up 5% above the 
level for the corresponding week 
of 1949 and about even with the 
same weeks of 1947 and 1948. 

Federal Reserve Board reports 
for the 12 districts show all but one 
of the areas enjoying better busi- 
ness for the June 10 week than a 


DEPARTMENT STORE 
SALES INDEX. 


1935.39 EQUALS 100° 


|| Week to June 10, ’50* p302 
| Week to June 11, ’49*..288 
| | Week to June 3, ’50*....262 
1 Week to June 4, ’49*....259 
-j Week to May 27, ’50*..283 
4 Week to May 28, ’49*..275 


ss pPreliminary. 
24 *Not adjusted seasonally. 


year ago. Only the San Francisco 
district suffered a loss (of 6%) 
compared with the week ending 
June 11, 1949. 

For the nation as a whole, de- 
partment store sales were below 
1949 levels until early May, since 
which time they have made a 


strong showing. 
‘ % Change from ’49 


Week Ended 
May June June 
3 10 
UNITED STATES .......... 2 1 5 
Boston District . —% —1 3 
New Haven .... —5 —10 9 


—7 —1 —l 

o —6 ll 

Providence ........... —2 2 3 
New York Dis 5 0 3 
—7 —2 7 

4 r4 1 

ee —I 0 1 

Rochester wt 17 —5 7 
Syracuse —1 5 20 
Philadelphia District... —l —2 x 
Philadelphia —3 —4 5 
Cleveland District .......... 4 r4 oy) 
 — a 2 0 ll 
Cincinnati . 1 —4 13 
Cleveland .... 3 2 10 
Columbus 6 0 4 
Toledo 5 —2 1 
| fae 7 12 27 
Pittsburgh 2 8 10 
Richmond Distri <4 4 9 
Washington —3 2 ll 
Baltimore 4 7 9 
Atlanta District 2 r5 2 
Birmingham 1 —2 bd 
Miami 7 15 ° 


Ricnanchaannal 


The New Brighter Whiter FALPACO 
is preferred 
for Finest Reproduction Qualities 


Since the introduction of the new, 
brighter white Falpaco Coated 
Blanks, printers and lithographers 
have been able to secure greater color 
contrast, maximum reproduction 
and perfect register in point-of-sale 
displays, car cards and calendars, 
This assures greater effectiveness. 
The Vicks Inhaler, counter display 
card is a fine example of this’ greater 
effectiveness. It was produced by 
letterpress in five colors by Chittum- 
Kidd Company, Inc., of Baltimore 
on 10-ply Falpaco, single coated one 
side for letterpress. Use Falpaco 
Coated Blanks on your next job. 
Distributed by 


Authorized Paper Merchants 
from Coast to Coast 


PAPER COMPANY 


NEW YORK OFFICE e 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 


Louisville 


B-Bwebthhes 
tli eteachh. 


ct ...... 


Oakland 


Minneapolis Distri 
M Me aks 


Lil ewtetuenebbuts88-s 


suatherabbiietdccdcc, 
d, 


San Francisco ............... 2 6 -—2 

Portland _............. oo —1 -3 

Salt Lake City .......... 8 9 12 

RED cceteeescenseninitn dis 6 6 —5 
rRevised. 


*Data not available. 


Two Appoint Hicks Agency 


Robert Bruce Hicks Advertising, 
Chicago, has been named to han- 
dle the accounts of the Society of 
Industrial Packaging & Materials 
Handling Engineers Association of 
America, Chicago, and the T-Z 
Bait Co., South Bend, Ind. 


31 
Goodrich Appoints Ireland 


William E. Ireland, vice-presi- 
dent in charge of sales of Inter- 
national B. F. Goodrich Co., has 
been named vice-president and 
general manager of the tire sales 
division of B. F. Goodrich Co. of 
Canada, Kitchener, Ont. 


WINS Appoints Winters 

Dick Winters, formerly asso- 
ciated with publicist Frank Law, 
has joined the publicity staff of 
WINS, New York. 


Total Grocery Lineage e Pacific Coast Key Cities 


Includes Retail Grocers and National Advertisers 


in Daily Newspapers—12 Months 1949 


Seattle TIMES 
Sacramento BEE 
Oakland TRIBUNE 
Portland JOURNAL 


Fresno BEE 
San Diego UNION 
Los Angeles TIMES 


eordausun—— 


City and Newspapers 


San Diego TRIBUNE SUN 


TACOMA NEWS TRIBUNE 


10 Los Angeles HERALD EXPRESS 


1] Spokane CHRONICLE 


12 Spokane SPOKESMAN REVIEW 
13 San Francisco CALL BULLETIN 


14. Oakland POST-ENQUIRER 
15 - San Francisco NEWS 

16 Portland OREGONIAN 

17 Los Angeles EXAMINER 


18 Los Angeles NEWS 


19 San Diego JOURNAL 


20 = Seattle POST-INTELLIGENCER 


21 San Francisco EXAMINER 


22 Sacramento UNION 


23 San Francisco CHRONICLE 


24 Los Angeles MIRROR 
(Source: Media Records, Inc.). 


Think TWICE 
About Tacoma 


First: It’s a market you MUST cover. 
Second: It’s a market you cover ONLY 


by the News Tribune. 


(Check these ‘Tacoma-Pierce County 


newspaper coverage figures!) 


TACOMA NEWS TRIBUNE 
Seattle Morning Paper 


Seattle Evening Paper 


96% 
11% 
3% 


Total Lines 
2,182,804 
2,168,576 
2,127,852 
1,867,680 
1,859,556 
1,832,475 
1,795,131 
1,706,689 
1,662,433 
1,592,656 
1,433,077 
1,407,864 
1,318,954 
1,223,130 
1,219,928 
1,162,087 
1,035,159 
767,030. 
631,509 
605,839 
474,890 
469,343 
413,468 
271,553 


Again in 1950, Tacoma 
and The Tacoma News 
Tribune rank way up in 


total grocery 


lineage. 


There must be a reason! 
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2D ADVERTISERS | 
LINAGE IN THE 
RNAL-AMERICAN 


N EVER BEFORE 


and they prefer it TWO-TO-ONE 


over the second New York paper 


OR years the Journal-American has been set- 
ting retail food linage records in New York. 
Yet each new year attests to the result-power of 
Journal-American advertising by recording new 
linage gains, new all-time highs and new names 
on our roster of food advertisers. And 1950 is no 
exception to the rule. 
For example, during the first 5 months of 
1950 . . . the Journal-American published more 
retail food linage than in any other similar period 
in its history ... added more retail food accounts 
to its large list of consistent advertisers .. . and 
now leads all morning papers combined and all 


ie be ee Seutt a er ees fe ne t ' 
ae a Pee ee on sag 


YOUR STORY STRIKES HOME IN THE 


|  “**. WRARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


other evening newspapers combined in retail 
food advertising. 

This overwhelming preference for one news- 
paper on the part of retail food merchants is the 
result of years of advertising productivity. They 
know the Journal-American has the plus-factors 
that pay off over-the-counter . . . where it counts. 
An evening circulation of 730,000 families .. . 
greater by far than any other evening newspaper 
in New York... top home influence in the world’s 
top home market... these are the plus-factors that 
benefit all advertisers, national and local, who 
seek to increase sales in the New York market. 
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Filippi Succeeds de Min 
As Export Company Head 


Gerald A. Filippi, vice-presi- 
dent of the Manufacturers’ Tex- 
tile Export Co., Boston, subsidiary 
of Pepperell Mfg. Co., will succeed 
William de Min as president. Mr. 
de Min, who has retired for rea- 
sons of health, will be elected a 
vice-president and director, and 
will act in a consulting capacity. 
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BOOKLETS 4.005 


Distinctive literature with that come- 


a Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


Pushes Lemonade Concentrate 

Pictsweet Foods Inc., Mount 
Vernon, Wash., will market the 
1950 pack of Pictsweet frozen- 
fresh lemonade concentrate in six- 
ounce cans, each making six to 
eight full strength glasses of 
sweetened lemonade. Pictsweet pi- 
oneered the product last year. Ra- 
dio and TV are being used to show 
ease of preparing lemonade from 
concentrate. Point of sale material 
is supplied to retailers. Brisacher, 
Wheeler & Staff, San Francisco, 
is the agency. 


Hotel Account to Hockaday 
Croton Heights Inn, Yorktown, 
N. Y., has appointed Hockaday 
Associates, New York, to handle 
national advertising and direct 
mail. The inn is a new advertiser. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY | 


ADMINISTRATION 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conr. 


The Bugaboo of Bigness 


e@ ONE of the major communica- 
tions chores in a large company is 
to explain the company’s size, and 
no company is more aware of it 
than Du Pont. The government, 
which appears to oppose size in 
everything except the government 
itself, is currently snapping at the 
corporate fetlocks of the chemical 
concern, with the hope of cutting 
it down and carving it up. It is in- 
teresting to note that Du Pont is 
hardly going to yield without a 
struggle, and its public pronounce- 
ments in this connection are loaded 
with candor. 

To reach plant employes of this 
far-flung empire Du Pont uses 
many sound devices. Among them 


Employe Communications 


How to Win Friends Among Your Workers 


By Rosert NEwcoms and Marc SAMMONS 


is a service to its 45 plant publica- 
tions, furnished through the com- 
munity relations division of Du 
Pont’s public relations department 
in Wilmington. The editors of these 
journals operate with little re- 
straint, and the service provided 
them is full of practical ideas 
which may be adapted for local 
consumption. 


e A short time ago the public re- 
lations department proposed that, 
in connection with the publication 
of the annual report to employes, 
local editors develop a local pic- 
ture story. This, the suggestion ran, 
called for the selection of a local 
boy with a newspaper route, the 
son of a Du Pont employe who was 
in business for himself and who 


UP 94% 


UP 24.1% 


[7] UP 6.3% 


THE MIRROR leads all other Los 
Angeles afternoon newspapers in total 
advertising linage gains — first quarter 
1950 vs. first quarter 1949! 


‘Py Bere 


IN LOS ANGELES 


ADD THE MIRROR 


YOU CAN’T MISS 370,000 EXCLUSIVE 
RICHEST AGRICULTURAL COUNTY ON EARTH! 


Yes, Los Angeles County has the highest farm income in the U.S. This is 

just one factor that helps make this the 3rd greatest retail sales area in the nation. 
Today THE MIRROR has a total readership of over 570,000. Sixty-five percent 
of these people read no other metropolitan daily paper. Can you afford to neglect 
these 370,000 eager buyers in this rapidly expanding market? We don’t think so. . . 
and that’s why we say, “Add THE MIRROR and you can’t miss!” 


a 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 


ADD THE MIRROR ......... 


REPRESENTED BY O’MARA & ORMSBEE, INC. * NEW YORK * CHICAGO © DETROIT * SAN FRANCISCO 


READERS IN THE 


Advertising Age, June 26, 1950 | 


experienced, on a small scale, ajj 
the problems of big business. De- 
tails for handling the story were 
given the editors in continuity 
form, with plenty of leeway for 
any local gimmicks the editors 
cared to introduce. 

One of the plant editors—G. W, 
Branham, who edits “The Blender” 
for the company’s nylon plant at 
Martinsville, Va.—took a _ good, 
practical tack. He unearthed two 
sons of a plant employe who oper- 
ate a newspaper route, and he com- 
bined the pictorial story of the 
company’s annual report with the 
pictorial story of the financial year 
of Buck and Charlie Cole, owners 
of the newspaper route. 


e@ On the page which illustrated 
the payment of 38¢ for every dol- 
lar received by Du Pont for mate- 
rials and services, Buck Cole was 
shown paying out 70¢ of his in- 
come dollar for newspapers ob- 
tained from the local distributor. 
Du Pont on the next page was 
shown as paying out 27%¢ for 
wages, salaries and employe bene- 
fits; mewspaper routeman Buck 
Cole paid his kid brother one cent 
for services rendered. 

Du Pont earmarked 7¢ from each 
dollar for depreciation and obso- 
lescence of equipment; young Buck 
Cole charged off one-third of the 
cost of his bike, which he figures 
will be worn out in three years, 
The Du Pont report paralleled the 
report of Buck Cole; simple, easy- 
to-understand dollar charts were 
used, and the article was titled 
“Big or Little—we all have to 
work on the same principles.” 

A second Du Pont plant editor 
—J. A. McMurtrie of “Spruance 
Cellophane News” at Richmond, 
Va.—selected 12-year old Bobby 
Janosik, son of a casting bath op- 
erator, who carries the Progress- 
Index of Petersburg, Va., on his 
newspaper delivery route. Editor 
McMurtrie told Bobby’s story, 
which is a capsule version of Du 
Pont’s own story, and an alert 
editor at the Progress-Index 
picked up the story in turn as a 
good, human interest feature, 
which it was. 


McGraw-Hill Names Hauge 


Dr. Gabriel Hauge, former chief, 
division of research and statistics, 
New York State Banking Depart- 
ment, has been appointed assist- 
ant to Elliott V. Bell, chairman of 
the executive committee of Mc- 
Graw-Hill Publishing Co., and 
publisher of Business Week, New 
York. Before joining the state 
banking department three years 
ago, Dr. Hauge was in the office 
of the commissioner of the bud- 
get, State of Minnesota, and be- 
fore that he was senior statistician 
at the Federal Reserve Bank of 
New York. 


Noel New President 
of Gravure Research 


James V. Noel of the Detroit 
Gravure Corp. has been elected 
president of Gravure Research, an 
individually sponsored corporation 
formed to conduct a research pro- 
gram on gravure projects at Bat- 
— Memorial Institute, Columbus, 


Others elected were Martin J. 
Tiernan of the Art Gravure Corp. 
of Ohio, Ist vice-president; R. G. 
Davis of Kable Printing, 2nd vice- 
president; and T. J. Stulz, Parade 
Publication, secretary-treasurer. 


Heads Eterna Advertising 


Eterna Watch Co. of America, 
New York, Swiss watch manufac- 
turer, has named Jacques H. 
Monod, formerly general manager 
of Harvel Watch Co., as executive 
vice-president in charge of adver- 
tising, merchandising, and sales 
promotion. Mr. Monod succeeds 
Pierre Bohy, who resigned. 


To Become ‘Nursing World’ 

Trained Nurse & Hospital Re- 
view, New York, has appointed 
William G. Seidenbaum & Co., 
New York. The publication will 


change its name to Nursing World 
with the July issue. 
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SAUSAGE PROMOTION—The American 
Meat Institute has scheduled its biggest 
advertising drive for frankfurters and 
ready-to-serve meats with ads like this 
in Good Housekeeping and Ladies’ Home 
Journal for July. Other ads will run in 
Life, Look and 250 newspapers. Leo Bur- 
nett Co. is the agency. 


Meat Institute Sets 
Biggest Frankfurter 
and Sausage Drive 


Cuicaco—The American Meat 
Institute has launched its biggest 
advertising drive for frankfurters 
and ready-to-serve meats with a 
spread in the current issue of Life, 
to be followed by full-page color 
ads in Good Housekeeping and 
Ladies’ Home Journal in July and 
in Look on July 4 and Aug. 1. 

Supplementing the magazine 
drive will be ads in more than 250 
newspapers, with each ad bearing 
a localized headline announcing 
that food stores in that particular 
area are featuring “Hits in Sau- 
sage.” 

Sausage promotion kits contain- 
ing a poster, price cards, stream- 
ers, mats and other promotional 
material have been prepared for 
distribution to dealers. The in- 
stitute reports that requests from 
institute members for these kits 
have been heavier this year than 
in any of the preceding ten years 
that the sausage campaign has 
been conducted. 

Leo Burnett Co. here is the 
agency. 


Lavin Names Rosenthal 


Richard C. Rosenthal, formerly 
national advertising manager of 
the Public Opinion, Watertown, S. 
D., has been named an account ex- 
ecutive of Barney Lavin Inc., Far- 
go, N. D., advertising agency. Park 
Region Bakeries, Fergus Falls, 
Minn., wholesale baker, has ap- 
pointed the Lavin agency to direct 
a newspaper and radio. campaign 
for Tender Krust bread and 47 
varieties of sweet goods. 


Byrne Takes Over Toler 


Harrison Toler Co., Chicago, 
publishers’ representative, has 
been taken over by Byrne Adver- 
tising Agency, Chicago. J. Harry 
Toler, president of the Toler com- 
pany, becomes a vice-president of 
the Byrne agency. He will serve 
as merchandising analyst and ac- 
count executive. 


Joins Karagheusian 

C. Jay Moorhead, formerly pub- 
lic relations assistant for the 
American Brake Shoe Co., has 
been named assistant advertising 
manager of A. & M. Karagheusian 
Inc., New York, manufacturer of 
Gulistan carpets. 


Buick Appoints Bridge 

Buick Division of General Mo- 
tors Corp. has appointed F. V. 
Bridge, regional manager of the 
midwestern region, as assistant 
general sales manager in charge 
of eastern and central regions with 
headquarters in New York. 


Appoints Gray & Rogers 
Custom-Craft Metal Co., Fern- 
wood, Pa., fabricator of metal juv- 
enile furniture, has appointed Gray 
& Rogers, Philadelphia, to direct 
its advertising. Trade publications 


will be used. 


To Make Gibson Refrigerators 


Canadian Fairbanks-Morse Co., 
Montreal, is now manufacturing 
the Gibson refrigerator. Large 
space copy in a Toronto paper 
made the announcement, and ad- 
vertising will appear in other cen- 
ters as distribution is broadened. 
Stevenson & Scott, Montreal, is 
the agency. 


Citation Hat to Frankel 

Jones Frankel Co., Chicago, has 
been named by Citation Hat Co., 
a division of Mid City Uniform 
Cap Co., Chicago, to handle the 
advertising of its new line of Ci- 
tation men’s felt hats. Test cam- 
paigns will be launched in the Chi- 
cago market. 


O'Connell to Swing-A-Way 

Swing-A-Way Mfg. Co., St. 
Louis, manufacturer of kitchen ap- 
pliances, has appointed George 
E. O’Connell, formerly a partner 
of Ted Schwartzbaugh & Associ- 
ates, Chicago, as assistant to the 
president and general sales man- 
ager. 


| 


Represented by O'MARA & ORMSBEE * New York * Detroit * Chicago * Los Angeles * San Francisco 
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‘The Sen 


— SEATTLE’S FIRST NEWSPAPER 


_— Pulitzer Prize 


Bilational awards are not ¢ 3 
HIMES. On May 26 it was announced that Herbert Robinson, 
mnother Times staffer, was one of three national winners: 
mf 1950 Pulitzer traveling scholarships. Last year Don 
Magnuson, veteran Times man, won a special Heywood 
Seeeroun Memorial Award. SEATTLE TIMES photographers, 

Si teporters and editorial writers have won many regional 


This editorial excellence is a prime reason why The 
TIMES is Seattle’s accepted newspaper—why it is read 
in 8 out of 10 Seattle homes. 

Advertisers know that they can sell the rich Seattle 
market by advertising only in The SEATTLE TIMES— 
Seattle’s accepted newspaper. 
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Slow-Moving Discs 
Will Be Eliminated 
from Victor Catalog 


CampEen, N. J.—RCA Victor, 
seeking to alleviate distributor- 
dealer problems, will eliminate all 
“dead and slow-moving 78rpm rec- 
ords” from its catalog in Septem- 
ber. 

As a part of this merchandising 
program, the disc manufacturer 
also will: place consistent but 
slow-selling records on a special 
order basis; provide a standing ii- 
brary of classical and popular rec- 
ords of proven salability, and al- 
low distributors and dealers to 
clear inventories of dead stock un- 
der specific protection plans. 

RCA decided to initiate this plan 


§ following a thorough study of the 


recording industry by Amos Par- 
rish & Co. in cooperation with Vic- 
tor’s researchers. 

This study indicated that 45% 
of the catalogued items account 
for more than 80% of the dealers’ 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


‘4 —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16" — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE ‘4 oO 
SELL THE SOUTH... 
BECAUSE THE SOUTH 
IS SOLD ON... 
HOLLAND'S! 


THE MAGAZINE OF THE SOUTH 
DALLAS, TEXAS 
Offices in Chicago, New York, Atlonto, Nashville 


Simpson-Reilly, Ltd., om the West Coost 


sales, with 34% of the items con- 
tributing 17% of the volume, and 
21% less than 3% of the volume. 


s Starting in September, RCA’s 
basic catalog will include only 
those records that the survey 
showed to be surefire sellers. 
“Consistent, but limited market 
sellers” will be listed in a sup- 
plementary request catalog. These 
discs, to be pressed four times an- 
nually, will be available on special 


order. 

RCA will break an intensive 
campaign for its 45rpm records 
this fall. This drive, reports Paul 
A. Barkmeier, general manager of 
the record department, will “dwarf 
any comparable program initiated 
by this company in its 50-year 
history of selling records.” 


Park Advances Scholnik 
Edgar H. Scholnik has been ad- 
vanced from managing editor to 


manager of publications of Roy H. 
Park Inc., Ithaca, N. Y., publish- 
ing house. He will supervise both 
the advertising and editorial poli- 
cies of all the publications. Mr. 
Scholnik succeeds Richard W. Sid- 
enberg, who has joined Hines- 
Park Foods Inc. as northeast dis- 
trict manager. 


Sweet Fern Picks Lyon 


Sweet Fern Lotion Co., Has- 
brouck Heights, N. J., has appoint- 
ed S. Duane Lyon Inc. for adver- 
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tising of poison ivy and sunburn 
lotion. A participation radio cam- 
paign in the metropolitan area wil] 
be used. The company had no pre- 
vious agency. 


Appoints Peter A. Rice 


Peter A. Rice, formerly with 
Brett Lithographing, Salzer & Co,, 
and Industrial Lithographic Co, 
has been appointed eastern dis- 
trict manager of the printing ma- 
chinery division of Electric Boat 
Co., New York. 


SH Climbing! 


HOUSEHOLD HITS HOME! 


with the Profit Combination” 


@ 127 new accounts! More than 10,000 lines over last year’s first 
half! And Household is stil] climbing—closing a Juneissueup 20% over 1949! 


The “profit combination” does it. Household’s combination of 
home families and home editorial ...concentrated in the free-spending 


home towns under 25,000. 


HOUSEHOLD HITS HOME for the lowest cost per page per 
1,000—four colors, $3.20; black and white, $2.40. 


HOUSEHOLD MAGAZINE ¢ Arthur Capper, Publisher * Topeka, Kansas 


te HOUSEHOLD peofed” combination 


HOME FAMILIES 44 HOME EDITORIAL 
CONCENTRATED IN THE HOME TOWNS OF AMERICA! 


eee eee eR NER ey eee | : 
7 . b Adve 
‘ | | 2 : 
, as C 
The 
| York, 
| Chapi 
4 Gener 
, Po tor fo! 
| ment 
| tive 0: 
7 | | ed lat 
| | the pt 
| en port | 
7 Pe Organ 
| | Branc 
es eS (ee — 

‘ : 
_ 2p FE SORTH Ss... 
_ | HOME MAGAZINE 0 a 

7 eye ¥ fo 
’ : Po 
an 
‘ See 
ce 
e 
st. 

“a 
: eas 

’ | 
AF 
aa 4 7 
ne ? ’s if 
" : S — 
neers | 
- (e 
ee - | 

ees = rae wee . ay in oe = kane see 2 oo) gle stee sinsaiN ee pues ea ee eae a > cE ar ae < < Ke 2 : fe i ie * ae : ee ; ; oa | | - | | | : . 
ee a a oe Re ye et ea ; wie os acre wage ee erage: Cee 

- Meee Se Para OS Sic, Sa Ne eee dma Ns, ine eee ae OMe MOP, Coenen ee ner, Ut AONB Rs. 9 A RE EM RE eo eee Pt nae Mer eee es 


™ Advertising Age, June 26, 1950 


Ad Council Names Chapin 
as Campaign Coordinator . 


The Advertising Council, New 
York, has appointed Howard M. 
Chapin, advertising director of 
General Foods Corp., as coordina- 
tor for a new campaign on govern- 
ment reorganization. The objec- 
tive of the campaign, to be launch- 
ed late this year, is to familiarize 
the public with the bi-partisan re- 

rt of the Commission for the 

rganization of the Executive 
Branch of the Government. 


Mr. Chapin will be responsible 
for executive liaison between the 
council; J. Walter Thompson Co., 
the volunteer agency; and the Cit- 
izens Committee for the Hoover 
Report. 


Ware Appoints Olson 


Ware Laboratories Inc., Miami, 
manufacturer of aluminum win- 
dows, has appointed Bob Olson, 
for the past two years general 
sales manager, as vice-president 
in charge of sales. 


Detroit Adcraft Elects 


Henry G. Little, executive vice- 
president of Campbell-Ewald Co., 
has been elected president of the 
Adcraft Club of Detroit. Other 
officers are: John P. St. Clair, De- 
troit manager of Life, lst vice- 
pratt John W. Southworth, 

ell Oil Co. division manager, 
2nd vice-president; William Hend- 
ricks, WXYZ, secretary to the 
board, and Lawrence R. Nelson, 
secretary and treasurer of Camp- 
bell-Ewald Co., treasurer. 


Luckies’ TV Spot 
Announcements Rate 
‘Best Liked’ in NY 


New YorK—Lucky Strike TV 
spot announcements rated as “best 
liked” with viewers in this area 
in May, according to Advertest Re- 
search, which sounded out 1,200 
persons on the subject. 

Other favorites, in order: Philip 


ADVERTISING 
REVENUE 
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‘Morris, Kools, Chevrolet, Chiquita 


Banana, Tide, Birds Eye, Keds, 
Bulova and Hi-V. 

Viewers rated the following tops 
from the standpoint of “presenting 
the merits of the product”: Lucky 
Strike, Simmons, Philip Morris, 
Bulova, Tide, Chevrolet, Chiquita 
Banana, Keds, Oldsmobile and 
Serutan. 

“Least liked,” in order, were: 
Pepsi-Cola, Holiday Motors, Pall 
Mall, TV Guide, Bromo-Seltzer, 
Schick, Borden, Guild wine and 
Neolite. 


Canada Cuts Ad Budget 


The Canadian government spent 
$629,309 on radio and motion pic- 
ture advertising last year and 
plans to spend $413,544 in 1950, 
the parliament has been told. A 
breakdown’ showed that $520,335 
was spent on radio advertising and 
$108,974 on motion picture adver- 
tising in 1949. Expected expendi- 
tures for this year are $283,344 for 
— and $130,200 for motion pic- 
ures. 
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IN PASADENA . . . THERE IS ONLY ONE DAILY NEWSPAPER PUBLISHED SEVEN DAYS A WEEK! 
Facts «od Fiquaes 
* FOODS . 
Leading the 2nd Newspaper in Total Food Linage by 81,488 lines 
* AUTOMOTIVE 
Leading the 2nd Newspaper in Total Automotive Linage by 34,410 lines 
* DEPARTMENT STORES 
Leading the 2nd Newspaper in Local Department Store Linage by 388,460 lines 
* TOTAL LINEAGE 
Leading the 2nd Newspaper in Total Linage by 160,271 lines 


* Figures taken from Media Records, first quarter of 1950. 
PASADENA 


STAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented nationally by CRESMER & WOODWARD, INC. 


NEW YORK . CHICAGO . DETROIT .« SAN FRANCISCO . LOS ANGELES 


St. Paul Study 
Shows Decrease 
in Bread Buyers 


Sr. Paut—The number of buyers 
of breads, regular flour and pre- 
pared cake flour declined from 
1949 to 1950, according to the 1950 
consumer analysis of the St. Paul 
market, issued by the St. Paul Dis- 
patch-Pioneer Press. 

The small, but definite, declines 
were probably attributable in part 
to the increased popularity of pre- 
pared cake mixes, ginger bread 
mix, and biscuit and muffin mixes. 

In answer to the question, “Do 
you buy regular white bread?” 
92.8% of the 3,000 families cov- 
ered in the survey said “yes,” a 
decrease from the 94.6% who re- 
plied affirmatively last year. 


You don’t... 


some families... 


a census... 


are the cream... 


But we've got all the facts and figures to prove it, 
anyway. If you haven't seen them, write to HOLIDAY, 
Independence Square, Philadelphia 5, Pennsylvania. 
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_Do You Want 
Your Salary Cut ?? 


1 can, justo drasally nM they oat where you sare 
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ney winety shop (or bargain your pay rained 
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ate 


smgtce Ute aller vom wheter ot eat vow bey ger 
‘Why! Become, you pay 


- 
Hee wreng fer two other propte to decide how much you mamt spend for 
seats Ves propaeed thas dirneeters amd cctathers omerert oe 
retail prices And you are the ome whe met py shea! 
Tihte baw hewn called “Fat Trade.” it tthe lew im nome plane eed to 
TTY cee the public's pay han been cut. by hagher prices! 


Sethe bes 


‘We like the presewt cystem, YOU are cube bese—and you've « tough ome. 

U you like » stores prices you buy. MW you dow lhe ‘em you stay away 
by the bemdreds. That's the wey is shoukd be. 

Help heey it thet voy Register the stremges! posable protcnt ageimet « 
at oe rome ealary tn ny form, 


Piain Old PEARSON'S ciguor Anne: 


2436 WISCONSIN AVENUE, N. W. 
rs We've boon aoked why we stich out our neck on things like thie Wes because 
swe're just like you-tts what we hace to spond that counts. 


AGAINST IT—Legislation to establish liq- 
vor price fair trading, now pending be- 
fore the House District committee, got 
this protest from oa Washington liquor 
dealer. Thesis of his ad in the Washing- 
ton Post is that “if the prices of things 
you buy are increased, then your salary 
is cut. If you shop for bargains, your pay 
is raised.” 


The decline in the number of 
purchasers of rye bread was even 
more marked. In 1948, 74.4% of 
the families said that they bought 
rye bread. In 1949, 73.3% listed 
themselves as purchasers, but in 
the current study, only 67.9% 
said that they bought rye bread. 


a From 1949 to 1950, the number 
of families buying prepared cake 
mix increased from 12.4% to 14.7% 
for “regular” purchasers and from 
47.4% to 60.1% for “occasional” 
purchasers. The report includes a 
note of caution, however, in the 
form of the number of families 
who have tried cake mix and dis- 
continued purchasing the commod- 
ity. In 1949, 5.3% were in the 
“tried but discontinued” group and 
this year, 8.5% were in that class. 

The consumer preference list of 
“regular” cake list purchasers 
changed markedly from 1949 to 
1950. Occident still led the field, 
but with only 29.9%, as compared 
with 44.4% in 1948. Pillsbury 
moved up from 14% to 21.7% and 
Betty Crocker jumped from 1.6% 
to 21%. Cinch dropped from 31.2% 
to 2.9%. 


a In the frozen orange juice race, 
Birds Eye easily led the field, with 
24.6% of the buyers listing it as 
their preferred brand. Sun Filled 
was second with 13.7%. Snowcrop 
had 7.7% of the buyers; Minute 
Maid, 3.8%; Cold Gold, 3.4%; Vi- 
tality, 2.9%; Booth, 2%; Honor 
Brand, 1.3%, and 33.6% of the 
buyers said “don’t know,” when 
asked their preference. However, 
only 11.7% of the families said 
that they purchased frozen orange 
juice. 

Despite the publicity about fro- 
zen orange juice, canned or bot- 
tled orange juice continued to 
register strong gains. In 1947, 
34.2% of the families purchased 
canned or bottled juice; in 1948 
37.9% bought such products; in 
1949, the figure was 40.3% and 
this year 44.5% of the respondents 
said that they were purchasers. 


e The number of families buying 
margarine dropped from 36.5% 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
ers. It may be your answer to 
dwindling volume, vanishing profits, 
i and cut-throat competi- 
tion. Direct fag fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-20, 28 E. Jackson BI., Chicago4, Ill. 
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in 1949 to 29.4% in 1950. All Sweet 
was the favored brand of 44.2% of 
the buyers; Durkee’s for 32.4% 
(up from 22.6% last year); Sweet 
Sixteen for 6.3% and Wilson Cer- 
tified for 4.2%. 

In the ready-to-eat breakfast 
food department, Wheaties was 
favored by 38.3%; Kellogg’s corn 
flakes by 32.8%; Kellogg’s Rice 
Krispies, 24.1%; Cheerios, 21.6%; 
Grape Nuts, 8.2%; Nabisco shred- 
ded wheat, 7.7%, Kix, 7.3%, Post 
Toasties 6.8%, and other brands by 
smaller percentages of buyers. 

In the powdered scouring clean- 
ser field, Ajax almost doubled 
its purchasers, moving from 14.1% 
in 1949 to 27.2% in 1950. Old Dutch 
dropped from 25.6% to 22.7%; 
Royal Lemon from 19.7% to 15.5%, 
and Swift’s from 19.1% to 15.3%. 


s The soap picture has changed 
considerably in the past year in 
St. Paul. Dreft moved up from 
15.3% to 17.1% in the “soap for 
dishes” group; Duz jumped from 
7.5% to 14.5%; Ivory dropped from 
20.1% to 11.6%; Vel was about 
the same as in 1949 with 10.7% 
this year, and Tide moved up from 
7.1% to 10.5%. 

Television set owners increased 
from 1.2% of the families surveyed 
to 10.8% of the families. Admiral, 
the preferred brand of 4.5% of 
the owners last year, moved into 
first place this year with 15.7%. 

Philco, the choice of 13.2% last 
year, was preferred by 11.7% this 
year. RCA dropped from 17.5% 
to 11.7%, and Motorola dropped 
from 17.5% to 11.7%. 


‘Boxottice’ Names Tinsley 
Advertising Manager 


John G. Tinsley, formerly ad- 
vertising manager of Advertising 
Agency and Advertising & Selling, 
has joined Associated Publications, 
New York, as advertising manager 
of Boxoffice, national film weekly. 

Before joining Advertising & 
Selling in 1942 he was eastern 
manager of Porter-Langtry Co., 
publisher of Buildings & Building 
Management and the National 
Real Estate Journal. He also has 
been associated with the Charles 
H. Eddy Co., newspaper represen- 
tative. 


Schroeder's Starts Drive 


Schroeder’s Inc., Chattanooga, 
Tenn., national distributor of Gro- 
Mulch, organic plant food, has 
started trade publication and con- 
sumer advertising through Nel- 
son Chesman Co., Chattanooga. 
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The State Newspaper 


The 
Charleston Gazette 


LEADS IN CIRCULATION 
THROUGHOUT ITS MARKET: 


City Zone 
Suburban 
Kanawha County 
Retail Trading Zone 
ABC Market 


The 17 Counties reached 
by The Gazette account 
for 43% of all Retail 
Sales in the entire State 


of 
WEST VIRGINIA 


Sources: Sales Management, May 
10, 1950 — ABC Publishers State- 
ment 3-31-50 


he Charleston Gazette 


Represented by SMALL, BREWER & KENT, INC. 


Launches Chicago Office 


Ray-Hirsch Co., New York, has 
opened a Chicago branch office at 
185 N. Wabash Ave. Patricia 
Wright, formerly a radio and tele- 
vision writer with W. B. Doner & 
Co., will head the agency’s Chica- 
go operation. Miss Wright has 
served the agency as an account 
executive in New York. 


ol- 


Wood Heads Book Club 


Meredith Wood, vice-president 
of the Book-of-the-Month Club, 
New York, has been elected presi- 
dent. He succeeds Harry Scher- 
man, who headed the club since 
its founding in 1926. Mr. Scher- 
man has been elected chairman of 
the board, a new office. 


Barbas 
Co Wlier’s 


Back i 


in 1950 


Names Cooper & Meyers 

Cooper & Meyers Associates, New 
York, has been named by the Bet- 
ter Products Co., New York, manu- 
facturer and distributor of general 
novelty merchandise, to handle 
mail order and national media ad- 
vertising. The account has been 
inactive recently. 


"AUTOMOTIVE NEWS 


THE ONLY AUTOMOTIVE 
PUMICATION WHIC 
‘CONTAINS A SECTIO 


roe RUCK DEALERS 


Automotive News is the only publication cover- 
ing the truck industry from the standpoint of 
the dealer. Automotive News treats truck news 
from the angle of the man who sells trucks, 
rather than from the viewpoint of the truck 
operator or fleet owner. 


Every fourth week, a special section in Automo- 
tive News is devoted exclusively to truck news. 


Accessory and truck equipment manufacturers 
know that the time to sell their products .. . to 
get it on a truck .. . is at the time the dealer's 
truck salesman fills out the order. They know 
they must sell the dealer before they sell the 


truck operator or fleet owner. They know that 
the big market is not in fleet owners, but in 
independent truck owners. Farmers and small 
businessmen make up the majority of truck 
owners. (After all, 89°% of truck owners oper- 
ate only one vehicle. Collectively, these single 
vehicle owners operate two-thirds of all trucks. 
Only 11% of all trucks are in fleets of two 
or more). 

Direct sales message to the right market. By 
using the Special Truck Section of Automotive 
News you can be assured your advertising 


‘reaches truck dealers. Readers of Automotive 


News sell 85°%, of all trucks marketed annually! 


TO SELL TRUCKS, BODIES, TRUCK EQUIPMENT OR ACCESSORIES, USE The Newspaper of the Industry 
SELL THE DEALERS FIRST 


» Aastomntive News 
& sa 2 _\tmanceto Dat eg snot 7 X@ 


, Meraber 


PEMOESCOY BUILDING, DETROIT 26. RICH. 


Gad Stragt. Moray iil THEN. CHICAGO 4 
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4 Name Guenther, Browne 


The Cincinnati office of Guen- 
ther, Browne & Berne has been 
named to handle the local adver- 
tising of Nehi Beverage Corp., bot- 
tler of Royal Crown Cola, and the 
national sorectiend of Allergy & 
Medical Products Co., Cincinnati. 
The agency’s Dayton office has 
been retained to handle the adver- 
tising of Grismer Tire Co. and 
Bargain Store, both in Dayton. 


Mitchell Elected Director 

Don G. Mitchell, president of 
Sylvania Electric Products Inc., 
has been elected a director of 
ere Time Corp., Thomaston, 
onn 


Milwaukee Adclub Elects 


Roy Des Jardins, vice-president 
of George F. Weber Inc., has been 
elected president of the Milwaukee 
Advertising Club. Other officers 
are: Burt Hotvedt, Klau-Van Pie- 
tersom-Dunlap Associates, vice- 
president; Bert S. Gittins, head of 
Bert S. Gittins Advertising, secre- 
tary, and John Reynolds, Prime 
Mfg. Co., treasurer. 


Donohue Joins AMA 


Stephen Donohue has revigned 
from the public relations staff of 
the American Hospital Associa- 
tion to become assistant director 
of public relations for the Amer- 
ican Medical Association, Chicago. 


8x10 genuine glossy photos 


in quantities 


¢ in 500 ond 750 quontities 
(1000 and over .06c) 


Sharp. cleor, critp' Prompt Delivery 


Easy Chart Size 8x10 
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Ph: WH itehall 4-2930 
53-59 E. IMinois St. 


Chicago 11, Illinois 


Signs TV Ring Workouts 


Vick Knight Advertising, Los 
Angeles, has signed an agreement 
for exclusive daily half-hour tele- 
casts of workouts of name fight- 
ers training at the Main Street 
Gym, Los Angeles. Professional 
boxing bouts cannot be televised 
in Los Angeles. A clause in the 
contract provides that programs 
cannot be aired later than 6 p. m., 
so there will be no competition 
with on gel at boxing match- 
es. Multiple sponsorship is plan- 
ned. Kaye-Halbert TV has bought 
one segment. 


Gets Garment Account 


Strouse, Adler Co., New Haven, 
Conn., manufacturer of foundation 
garments, has appointed French 
& Preston, New York, to handle 
the advertising of its C/B Smoothie 
Controleur lines. 


Names Mogge-Privett Agency 


Case-Swayne Co., Santa Ana, 
Cal., fruit and vegetable canner 
has appointed Mogge-Privett, Los 
Angeles, to handle its advertising. 
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The Creative Mans Corner 


Electric refrigerator advertisements have developed a great 
tendency to look alike. They all show refrigerators loaded to 
the gunwales with food and pop bottles—and gleeful own- f 
ers fairly bursting with pride. 

Now a new tendency begins to creep in. Phileco had a 
woman in mind when it built its refrigerator; Crosley de- 
signed its freeze-box from the woman’s angle; and Inter- 
national Harvester has gone in for “femineering.” 

This is all well and good. But, aside from some excellent, 
factual, hard-hitting copy in the IH ad, together with tidy 
little close-ups of features, none of these is presented from 
the woman’s angle. 

Follow a woman into a refrigerator dealer’s. Watch what 
happens. She wants to see lots of boxes. With the exception 


eens , i a ene 


book Inside and Out / 
You.con’t match « fmarpaine! 


wet ot thea bores 


= ae FRIGIOMIRE = 
a PHILCO bos a. weman in mind! : es 7 tS mal oa 
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of IH, these show only one. She wants to know the size of 
each box. Only IH and Philco reveal the size of the box 
shown, Also, she wants to know how much. Only IH and 
Philco give her the least bit of information in this respect. 
Then, of course, a woman begins looking for features. Frigi- 
daire lists its features—and they read as if the engineering 
department wrote them. 

Since both homes and families vary in size, and since— 
when a woman’s looking for a refrigerator—she usually 
wants to look at several, and learn both their size and their 
price, why wouldn’t it be good advertising strategy for re- 
frigerator advertisers to do what their dealers do—line ’em 
up for inspection? And have the copy, subbing for the sales- 
men, give the facts about each—clear enough for a woman 
to understand? 


Joins Horton & Henry 

Alan B. Sinauer, last with 
United States Plywood, has joined 
the staff of Horton & Henry, New 
York sales promotion and sales 
training agency. 


Smith Joins O’Brien Agency 


O’Brien & Dorrance, New York, 
has added H. McLean Smith, for- 
merly with the promotion depart- 
ment of Moore Publishing Co., to 
the copy staff. 


FOR SCHEDULE MAKERS! 


Names Thorpe & Associates 


Lloyd Thorpe & Associates, Seat- 
tle, has been appointed as adver- 
tising representative of Ameri- 
can Artist in the Pacific northwest 
territory. 


Shinneman Joins Long 

Loren Shinneman, formerly with 
C. M. Said & Associates, St. Louis, 
has joined the industrial accounts 
staff of W. H. Long Co., York, Pa., 
as an account executive. 


e Michigan’s record-breaking automotive industry leads all America 
in sustained buying power. (1949 payrolls, over one and a half 
billion dollars) and 39% of all Michigan wage earners live within 
the marketing areas of the eight Booth Michigan Newspapers! 


The Oldest National 
Monthly Magazine . . . 


serving the better Home Furnishings 
stores of America. A responsive $314 
billion market for furniture, floor cov- 
erings, electric appliances, lamps, etc. 


Like more facts? Write or call— 


A. H. Kuch, 110 E. 42nd Street, 
New York City 17, Murray Hill 6-7232 


NEWSPAPER 


Scapa ee . SAGINAW NEWS 


“ The John E. Lutz Co., 435 N. Michigan Ave., 
t Chicago 11, Superior 7-4680 


Write for copy of 29th Annual 
Market Data Report. 


pence by AGE 


re MONTHLY BY THE H O. RENO Oman 


GRAND RAPIDS PRESS - FLINT JOURNAL - 
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HE COMPANIES WE KEEP! 


REILLYTYPES 
Serve These Leading 
National Advertisers 


Armour & Co. 


Timken Roller Bearing 
Co. 


The B. F. Goodrich Co. 


General Electric Co. 
Geo. A. Hormel & Co. 
General Mills 
Minnesota Mining & 

Mfg. Co. 
Maybelline Co. 
Kellogg Co. 
Pillsbury Mills, Inc. 
The Coca-Cola Co. 
Carnation Company 
Toni Company 


Monsanto Chemical Co. 


The Maytag Co. 
The Glidden Co. 
Swift & Co. 


Elgin National Watch 
Co. 


Kraft Foods 

Parker Pen Co. 

Lever Brothers Co. 
Libby, McNeil & Libby 
Ford Motor Co. 


The Only Chicago Plant Offering a | vinyie-tiecrotypes + Bishop-stansell Pre-made-Reody Electrotypes 


International Harvester 
Trucks 

The Pullman Co. 

Jos. Schlitz Brewing Co. 

Quaker Oats Co. 

Lucky Strike 

Camels 

Pittsburgh Plate Glass 
Co. 


Lux 

Prince Albert 
RCA 

Pond’s 

Pan American 
Eastman Kodak 
Scott Tissue 
Prestone 
National Biscuit 
Campbell’s Soup 
Crisco 

Ivory 

Cashmere Bouquet 
Florida Citrus 
Tide 

Duz 

Camay 


ELECTROTYPE DIVISION 


Electrographic Corporation 
418 S. MARKET ST., CHICAGO 7, ILLINOIS 


Ady Independent Electrotype Division, Indianapolis, Ind. © American Electrotype Division, San Francisco, Calif. ¢ Reilly Electrotype Division, New York, N. Y. 
Michigan Electrotype & Stereotype Division, Detroit, Mich. « Reilly Plastictype Division, Los Angeles, Calif. 
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Kare Critics Justified, Bea 
Says; AA Got Wrong Proofs 

To the Editor: The article by 
Bea Adams in your June 5 issue 
entitled “Want to Write Copy That 
Sells? Understand ‘Simple Mrs. 
Simon’ ” was most interesting. 

However, Miss Adams gives the 
impression that the Kare adver- 
tisement shown on the left out- 
pulled the other one by 50% sole- 
ly because of the type of illustra- 
tion. Could the difference in re- 
sponse also be due to the fact that 
the first advertisement contains a 
free offer while the second does 
not? 

In other words, how much of the 
response can be credited to the 
illustrations and how much to the 
offer of “something for nothing?” 

M. S8ALFON, 

John Falkner Arndt & Co., 

Philadelphia. 


To the Editor: It is difficult to 
believe that the man in the one ad 
is to be trusted and that copy acted 
upon, while the other scares them 
away. How do you know it isn’t 
the type of embrace or the babes 
themselves? 

Miss Adams’ conclusions are def- 
initely suspect if she has no more 
evidence than she submits. She 
talks about “split-run” copy tests, 
but how are you going to work that 
if; (a) your two pieces of copy 


This department is a reader’s forum. Letters are welcome. - _ 


tive and the intelligence to go be- 
hind the scenes and dig out facts 
which made his news story stand 
out from those in other publica- 
tions. 

For example, in the May 1 edi- 


satin-smooth /otion. So much nicer to 
use than greasy creams and harsh, 
messy liquids. WARE, fist major im. 

in deod in 14 years, 
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- See how 
E is. Write to- 
compli y bor- 
F, 9 Rockefeller 
New York 20, N. Y. 
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article by Bea Adams, executive v.p. of 
Co., in AA’s June 5 issue, created quite a 


are different in size, and (b) there 
are two entirely different offers? 
Miss Adams writes very well, 


but I will still think she is talk- 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


One (the one shown at right here) was reported to have out- 
pulled the other significantly, but sharp-eyed readers noted the illustration. 


Morrell ‘Says It with Flowers’ 


few thanks and a well-deserved 
bouquet in the general direction of 
ADVERTISING AGE and your Bruce 
Bradway in particular. 


to send an editor a “thank you” for 
running a legitimate news story. 
In two recent instances, however, 
Mr. Bradway had both the initia- 


use than greasy creams and harsh, 


LOVE GOT TANGLED—The two Kare ads reproduced with the that one carried a keyed hidden offer and the other didn’t. 
The trouble was that one of the ads was not part of the pair 
which was tested. Here are the two split-run ads—both of them 


Gardner Advertising 
stir among readers. 
identical as to size, 


ing through her hat until I see 
better evidence. 
R. T. HERtTz, 


Bankers Life & Casualty Co., 
Chicago. 


The critics are right, of course. 
Let Bea Adams explain it: 

“Pve been wanting to write you 
ever since that speech of mine 
appeared in AA,” she says, “be- 
cause when it was placed on my 
desk I tore my hair, called for the 
arsenic and almost (but not quite) 
fixed myself a bit of an arsenic 
cocktail prior to a planned leap 
out of the 15th story window. 

“To put it briefly: You were 
given the wrong proofs! 

“Enclosed are photostats of the 
right proofs. And PLEASE, PLEASE 
tell your good and justifiably- 
critical readers that I was referring 
to two advertisements which car- 
ried precisely the same headline, 
the same copy, the same buried 
offer—that they were the same 
size, the same shape, and occu- 
pied the same position on the page! 
The only difference, blast it, was 
in illustration.” 

The proper pair of ads is re- 
produced on this page. 


Observant ‘Times’ Reader 
Sees Cause for Trouble 

To the Editor: Sorry, AA—your 
cut lines are a trifle wrong. 

The New York Times reaching 
this four-season playground defi- 
nitely had Abraham & Straus in- 
viting Manhattanites to Booklyn 
(AA, June 5). 

If you'll examine the banner on 
the rear of your car closely you'll 
notice the artist failed to include 
the “R” in “beloved Brooklyn.” 

No real harm done, of course, 
but I can’t imagine Brooklynites 
standing for a thing like that from 
one of their leading merchants. 

C,. E. LInpen, 

Advertising Manager, Iron 

Mountain News, Iron Moun- 

tain, Mich. 


To the Editor: I’d like to send a 


Ordinarily I wouldn’t be inclined 


shape and copy, the only difference being 


tion of AA you carried a story 
about our Red Heart dog food cam- 
paign—a much more complete and 
informative story than was. car- 
ried in most publications. In the 
June 5 issue you have a story on 
our Morrell Pride meats campaign. 
Bradway, instead of accepting the 
general story sent to a number of 
publications, dug in for more in- 
formation. He got it and on the 
basis of that information turned 
out what I consider to be a top- 
notch story. I hope you will let him 
know that I appreciate the initia- 
tive and the resourcefulness he 
showed in both instances. 

From this recent, personal obser- 
vation I know your staff ranks 
high in editorial resourcefulness. 
Keep up the good work! 

Houuis F. Peck, 

Public Relations Department, 

John Morrell & Co., Ottumwa, 

Ta. 


© * « 
Prosperity Looks Shaky 
to Analytic Reader 

To the Editor: Your Washing- 
ton correspondent (AA, May 29) 
poses a very serious question in 
his statement: “Stalin has a long 
wait; U. S. never in better shape.” 

We all hope Stalin will have a 
long, long wait. But is our econ- 
omic condition so wonderful? It 
may be “later than you think,” 

It is true that steel, for instance, 
is at 100% capacity, and some 
others, but there are many, many 
industries reported laying off em- 
ployes. Until industry as a whole 
gets into the upper percentages, 
and without artificial props, our 
economy is not in good shape. 

The greatest possible prosperity 

is undoubtedly brought about by 
the greatest possible production 
and distribution by labor and cap- 
ital, but are we in a healthy 
“prosperity” when such is boosted 
by seven billion deficit spending 
by government; billions paid out 
in G.I. insurance; billions paid 
out in state G.I. bonuses; billions 
paid out to boost the prices of real 
estate, in G.I. loans; billions paid 
out buying unwanted food stuffs, 
to keep prices up? 
“Prosperity” is generally the 
word we use to indicate the in- 
crease in dollar business one year 
over another. What boosts are we 
going to give next year? They must 
be bigger and better than those 
listed or our “prosperity” will suf- 
fer. 
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one that will build a wall against 
Stalinism, cannot be based on ris. 
ing prices. Real prosperity is truly 


the greatest possible production | 
and distribution, but it cannot be | 


measured in diluted dollars, ang 
must not be artifically boosted. No 
patient can be considered healthy 
that is still in the oxygen tent. 
Prosperity can only come 
through increased production vig 
improvements in machines, meth. 
ods and labor-morale, with three 


SALEM, OHIO 


The town was laid out by Za- 
dock Street, John Strawn and 
Samuel Davis. During the past 
144 years, Salem, Ohio has 
grown into a very important 
market, with about 15,000 peo- 
ple. 63% of our families own 
their own homes. Our monthly 
manufacturing payroll is just 
short of $1,400,000. er 5,000 
people are now employed in 
our 25 man plants. 
Then we have a nice “value of 
farm products” figure — over 
$6,000,000. (3,305 Farms in our 
retail zone.) 


No better small 
test town in America 


Those who have run tests here 
say there isn’t a better small 
test town. Our line rate is still 
4¢. Our circulation is now over 
7,606. And, when you send your 
representatives to Salem, Ohio, 
you don’t have to waste any 
time getting to the prospects 
you want to sell. We know 
them all. 


Salem, Ohio easy 
to get to 


We are on the Pennsylvania 
Railroad. Three inter-city bus 
lines are on the go, day and 
night, ready to take you to 
your next stop. And, regardless 
of what you want to sell, we 
believe you will find the readers 
of the Salem News ready and 
willing to listen to your story. 
If you have anything for sale, 
my time is your time to help 
you get things going. 


Our 7 Papers 
CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
* SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 
These 4 represented by 
John W. Cullen Company 
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results—increased wages, greater 
dividends to capital (owner of 
the machines) and lower prices to 
the consumer. “These three, but 
the greatest of these is” the con- 
sumer. 

Lower prices to the consumer 
are no philanthropy. It is common 
sense, in order that the 10% of our 
population now over 65 years and 
beyond earning capacity, the 70,- 
000,000 reported life insurance 
policies and the many billions in 
saving accounts may be able to 
buy what they might have bought 
when the dollars were accumu- 
lated. 

Increased wages paid out to 
labor and/or capital, without a 
lowering of prices may increase 
the purchasing ability of some of 
our citizens, but it is very much 
diluted if it reaches any of the 
above brackets of our society. 

It may be necessary in some 
“sick” industries for labor and 
capital to get together and at the 
expense of lowering the wage of 
labor and/or capital, lower prices. 
They in many of the important in- 
dustries “conspired” to raise them. 

We are living in a great coun- 
try, whose greatness was built on 
free competitive enterprise that 
made it possible for the poor man 
of today to have what only the rich 
man of yesterday could have. 
We’re running in reverse now— 
the rich man of today can scarcely 
buy what the poor man of yester- 
day bought, unless he happens to 
be on a wage or coupon listing. 
“It may be later than you 
think.” 

CHARLES H. THOMPSON, 
Buck Hills Falls, Pa. 


— * * 
Nash Gets Sympathy 
from Headline Next Door 


To the Editor: This is one of the 
few copies that got out. Even the 


Dowd sai¢ NO! 


cn a N 0 ! 
‘Ne Raiirosd © 


eee eters , _ 


i 
De Sa 


CWS NABH SALES 
Cad en 9 we 
femene otecm 


railroads say, “No! No!” 
Wonder if Downs sold any more 
Nashes. 

WALTER H. HOPKINs, 
American Bakers Association, 
Chicago. 

. * ~ 

AA's the Source, Price 75¢ 
To the Editor: I agree with Mr. 


Joseph Katz of Baltimore in re- 
gard to reprints of “The Inside 


Story.” 

You answered his letter in the 
June 12 issue by saying one vol- 
ume of detailed case histories has 
been available for some time. 
Would you please tell me from 
whom and how much. I would 
also appreciate it if you would in- 
form me when others are avail- 
able. 

KERMIT HANSEN, 

Assistant Business Manager, 

Omaha World-Herald, Omaha, 

Neb. 

Copies of “Inside Stories of 
America’s Greatest Merchandising 
Organizations” are available from 
AA at 75¢ each. 


Coupon Time Saver Makes 
it in Market Data Quest 
To the Editor: I have just 
ailed my requests for market 
data, sources of which are sup- 


plied in your special May 29 Mar- 
ket Data issue. 

True, some of the market data 
we specified because we are sure 
it will prove helpful would have 
found its way into this office any- 
way. Some of it would not, and 
securing it would certainly entail 
far greater effort, time and think- 
ing than just mailing a handy 
coupon. 

What I wanted to say was that 
your annual Market Data issue is 
another valuable and helpful serv- 
ice of ADVERTISING AGE, and adds 
to the very fine editorial job you 
are doing all the time. 

ERWIN H. Kiaus, 

Marketing Director, Buchanan 

& Co., San Francisco. 


Valuable Marketing Data 

To the Editor: I am enclosing 
coupon from your valuable May 
29 issue for a series of marketing 
brochures that I want. Your com- 
plete lineup of market data in this 
issue was, in my estimation, one 


of the most valuable contributions 
that has ever been made by any 
publication. 
RAtpH C. BusBey, 
President, Busbey Advertising 
Agency, Springfield, O. 


To the Editor: I think you are 
to be sincerely complimented upon 
the service to industry which you 
performed by cataloging available 
market data as you did in your 
May 29 issue. 

: Rosert J. LAVIDGE, 

Department of Marketing, 

American Meat Institute, Chi- 

cago. 


To the Editor: From time to time 
we write for survey data men- 
tioned in your columns. 

We find this information very 
interesting and are wondering 
whether there is a published cata- 
log or list of all recent survey data 
which is available to subscribers. 

FRED DIENER, 

Advertising Department, J. H. 

Filbert Inc., Baltimore, Md. 


The annual Market Data issue of 
ADVERTISING AGE contains the most 
complete—and the only—compila- 
tion of available data of this type 
of which we know. 


Convention Note: The Ladies 
Are Being Decorated 

To the Editor: We’ve added an 
additional service for conventions, 
firms, associations, etc., and I 
wanted you to know about it since 
you may be interested some time. 

Thomas Young Orchids Inc., 
America’s largest orchid growers, 
with greenhouses in Bound Brook, 
N. J., and branches in Boston, 
New York, Cleveland and Chica- 
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go, have appointed us special rep- 
resentative on orchid corsages— 
in quantities of 25 or more. We of- 
fer these at most attractive rates: 

Mossiae, lovely lavender orchids 
(shade varies—light, dark, etc.) 
at $1.50 each; white, with colored 
lip (finest orchid grown, available 
May 15 through July 25) at $2.50 
each. 

Many firms, conventions, soro- 
rities, etc., are ordering these ex- 
quisite orchid corsages for their 
ladies to wear at their banquets, 
cocktail parties or other special 
events. 

JOSEPHINE MUTTER, 

Director, Convention Manage- 

ment, Chicago. 


T OVER FORTY-FOUR YEARS 
OF LEADERSHIP IN 


FORGE T HOPEWELL. INC. EASTERN REPRESENTATIVE 


ADVERTISING SERVICE 


* 101 PARK AVENLE NEW YORK 


‘create the hens which 


No soap! 


The standard formula for fiction 
is boy meets girl in the first paragraph 
and gets hitched in the last. 

Occasionally the plot is varied by 
girl meeting boy, and in some stories 
they get married in the penultimate 
paragraph and go to Reno in the coda. 

Fiction offers a fine release from 
reality, an escape mechanism working 
unfailingly as Harry Houdini’s locks, 
and in its best form can be almost 
as exciting as fact. 

In agriculture, the fast succession 
of new and exciting facts, the ever 
expanding fields of exploration and 
discovery, the amazing adventures in 
creative research make fiction seem 
almost old-fashioned. 


Across the SF editor’s desk move 
factual stories of how man’s ingenuity 
defeats the most ravaging forces of 
nature, the wind and eroding rains, 
turns the gouged gully and barren 
hillside into green pastures. 

Mighty jinn released from the test 
tube, wipe out the blight of the locust, 
cut down the weed while permitting 
the corn to grow. 

Modern power machinery garner 
harvests far greater than all the King’s 
peasants, make the gleaner a 
dimly remembered figure 
of folk lore. 

New varieties grow 
more ears on the stalk, 
more beans on the vine 


lay twice as many golden eggs... 
and put two chickens in every pot, 
not by economic legerdemain, but 
by reducing losses, evolving better 
species, speeding growth by sound 
nutrition and better balanced rations, 
skyrocketing production per season. 


With so much happening on real 
farms and among real farmers... the 
editors of SuccessruL FARMING just 
don’t have room for fiction! 

And are proudand happy toreport 
that among agricultural publications 
—SuccessFuL FarMinG ranks 
last in fiction... 

SuccEssFUL FARMING is 
the handbook, practical 
manual, and daily guide 
to better farm living and 
better farm business .. . 


published for the nation’s best farm 
families, concentrated in the fifteen 
agricultural Heart States. For more 
than forty years, it has better served 
their interests, helped them to higher 
yields and greater incomes, 


The million SF subscribers in the 
Heart States alone earn easily 50%, 
more income than the average US 
farmer. And ten years of peak prices, 
praduction, and profits have made 
the SF families the best class market 
in the world today! That is fact—not 
fiction! Any office of SF will gladly 
supply substantiating data and detail 
on request. For better sales, better ask 
soon! SuccessFUL FARMING, Des Moines 
... New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, and 
Los Angeles. 
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Cleveland Marketers Elect 


Richard P. Dodds, vice-pres- 
ident, Lang, Fisher & Stashower, 
has been elected president of In- 
dustrial Marketers of Cleveland, 
chapter of National Industrial Ad- 
vertisers Association. Other offi- 
cers are: Charles Farran, execu- 
tive vice-president, Griswold- 
Eshleman Co., vice-president; 
Willoughby S. Leech, vice-pres- 


ident, G. M. Basford Co., secretary- 
treasurer; and Maynard S. Kear- 
ney, associate manager of the cen- 
tral district of McGraw-Hill Pub- 
— Co., associate vice-pres- 
ident. 


Economy Appoints Dressel 

George Reiner, New York pack- 
age designer, has moved from 244 
5th Ave. to 212 5th Ave. 


GREATER DAKOTA STABILITY 


a 


Continued 
progress through: 


IRRIGATION 


The amount of irrigable land in 
DAKOTA will be doubled. In- 
creased productivity will add 
millions of dollars of wealth to 
already rich DAKOTA. 


DAKOTANS have long been pioneers in the development of 
advanced farming methods. Soil conservation has been, and is, 
the accepted farming practice in DAKOTA. Through ad- 
vanced methods, farmers of DAKOTA continue, year after 
v- year, to enhance their reputation as a progressive people. 


hee eee Ma since 1881, THE DAKOTA FARMER has 


played a major role in the growth and development of DAKOTA 
+++ @ service that has made THE DAKOTA FARMER the preferred 
farm periodical of DAKOTA. Over 100,000 farm families—70% 
of all farmers in DAKOTA today are responsive subscribers. 


Through the Development of the 
MISSOURI RIVER VALLEY 


a Ou Magerine 


With DAKOTA as the 
nucleus, development of 
the Missouri River Val- 
ley will assure faagl ce od 
progress of this already 
rich farm empire for 
time, 


New power line networks will 
make economical power available 
to thousands of farms and com- 
munities. Through this, DAKOTA 
will reach a new peak in farm and 
home modernization. 


nis weit $0. DAKOTA i 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe. 


207 North Michigan, Chicago 
FRanklin 2-5854 


Pennsylvania s 
Newspapers Seek 
Co-op Ad Share 


HARRISBURG—Advertising depart- 
ments of Pennsylvania newspapers 
are planning a campaign for a big- 
ger share of the manufacturer-dis- 
tributor cooperative dollar cur- 
rently going into outdoor posters, 
book matches, radio, calendars and 
other media. 

At the annual display adver- 


||tising conference of the Pennsyl- 


vania Newspaper Publishers’ As- 
sociation here June 16-17, the ad- 
men decided to channel all infor- 
mation on co-op plans through 
their central office to the display 
departments of member papers. 

During a session on co-op ad- 
vertising, Robert R. Eyerly, co- 
publisher of the Bloomsburg Press, 
said: “We are missing a lot of 
these dollars because we don’t 
know about them.” 


ws David Knipe, advertising direc- 
tor of the Bethlehem Globe-Times, 
declared that “the bulk of these 
ads are sold before we open the 
front door” because of the manu- 
facturer participation in providing 
ad funds. 

Approximately 150 ad managers 
and display advertising specialists 
attended the conference. 

During one floor discussion they 
voiced wide differences of opinion 
on automotive rates under which 
the local dealer places the copy. 
One executive charged there is a 
“plot by Detroit to get local rates 
for national advertising.” 

Another said no branch of the 
sales field today is as far under 
the heel of manufacturer control 
as the automobile dealer, and sees 
the move as one to give the local 
dealer a voice and choice of ad- 
vertising media in the placing of 
copy. 


= The advertising men were like- 
wise in disagreement on the need 
for rate differentials. One of them 
pointed out that the average 9% 
differential at present will eventu- 
ally diminish until there is one 
rate for all types of advertising. 

Others defended the local rate 
as a slight concession to the day- 
by-day volume advertisers who 
provide the bulk of a newspaper’s 
income. The discussions ended 
without conclusions on the auto- 
motive rates. 

Newspapers were given a 
“grade” of 70 in a report to the 
ad men by Joseph L. Purcell, ad- 
vertising manager of Fowler, Dick 
& Walker, Wilkes-Barre depart- 
ment store, on- a recent survey 
conducted by the Pennsylvania 
Retailers’ Association, which he 
said disclosed that “30% of the 
retailers did not consider their 
newspaper relations satisfactory.” 

The store executive said the re- 
tailers’ probe found that “in two- 
thirds of the instances, the news- 
paper publisher never discusses 
mutual problems with the retail- 
er,” and “in those instances where 
the newspaper had a monopoly, 
one-half of the publishers took a 
‘take it or leave it’ attitude in all 
their relations with the retailer.” 


a “Sixty per cent of the retailers 
feel that their local publisher is 
failing to keep pace with the 
times...70% of the retailers be- 
lieve that progressive ideas of 
subordinate executives in news- 
paper organizations are often 
‘vetoed’ by ‘the old man.’” 

“And this one, gentlemen, is 
really going to hurt—50% of the 
retailers went on record to the ef- 
fect that they would take great 


personal pleasure in diverting 
money from the newspapers to 
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PASS & SEYMOUR, Inc. 
34 Boyd Ave. Syracuse 9, New York 
Maker of the famous PAS-Desperd Line 
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USES CARTOONS—Pass & Seymour Inc., 
Syracuse, solved the problem of adver- 
tising hard-to-sell minor construction items 
—wiring devices—with a series of cartoon 
ads appearing in June issues of elec- 
trical business papers. The ads, each 
featuring a single item, appear in 2/3, 
% and 1/3-page sizes in multiple in- 
sertions of two and three per publica- 
tion. The Jaqua Co., Grand Rapids, is 
the agency. 


other media if equally effective 
media were available,” Mr. Pur- 
cell said. 

However, department stores con- 
tinue to spend from 3% to 5% of 
their sales dollar in newspaper ad- 
vertising, he said, “because we 
have found that the newspaper is 
the best medium for continuously 
presenting our merchandise story 
to the greatest audience at a rea- 
sonable cost.” 

One of the greatest editorial 
needs, from the viewpoint of re- 
tailers, is “a real, honest-to-good- 
ness homemakers section” to re- 
place what Mr. Purcell said are 
“space-fillers” used as they come 
into the editorial department of 
many papers. 


s Karl F. Moore, director of the 
retail division of the Bureau of 
Advertising, ANPA, presented the 
bureau’s newest strip film show- 


manager of Morse Chain Co., 
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ing the results of planned adver. 
tising, both seasonal and depart- 
mental. 


Dr. G. Rowland Collins, dean of. | 


the Graduate School of Business 
Administration, New York Uni- 
versity, told the publishers that 
newspapers haven’t even scratched 
the surface of plant city advertigs. 
ing, or public relations advertising 
in localities that employes calj 
“home.” 

Also, they are missing the boat 
in their failure to develop financial] 
advertising, Dr. Collins said. 


Detroit Marketers Elect 


Ivan A. Horton, advertising 
has 
been elected president of the In- 
dustrial Marketers of Detroit, 
chapter of National Industrial Ad. 
vertisers Association. Other offi- 
cers are: William C. Sproull, vice- 
Genet of Burroughs Adding 

achine Co., vice-president; 
Thomas D. Heap, advertising man- 
ager of Wayne division, Gar Wood 
Industries, secretary; and Stanley 
W. Drews, advertising manager of 
Peerless Cement Corp., treasurer, 


Hartford Adclub Elects 

Walter C. Johnson, assistant gen- 
eral manager of Station WTIC, 
Hartford, has been elected presi- 
dent of ‘the Advertising Club of 
Hartford. Other officers are: Les- 
ter G. Bruggemann Jr., Charles 
W. Hoyt Co., Ist vice-president; 
Edyth Radom, women’s editor, 
Hartford Courant, 2nd vice-presi- 
dent; Elena Petrini, Aetna Life 
Insurance Co., treasurer, and Flor- 
ence G. Farrell, secretary of Hart- 
sa Chamber of Commerce, secre- 
ary. 


FCC Approves KWNO Sale 

The Federal Communications 
Commission has approved sale of 
a 50% interest in Station KWNO, 
KWNO-FM, Winona, Minn., held 
by H. R. Wiecking, to M. W. White, 
for a cash consideration to be 
determined on book values at time 
of transfer. 


Carroll, Ojala Join SSC&B 

Jeanne Carroll, formerly with 
Compton Advertising, and Esther 
Ojala, previously with Doherty, 
Clifford & Shenfield, have been 
added to the time buying staff of 
Sullivan, Stauffer, Colwell & Bay- 
les, New York. 


Stephen Bell Rejoins R&R 

Ruthrauff & Ryan, New York, 
has appointed Stephen P. Bell, 
formerly with McCann-Erickson, 
as an account executive. Mr. Bell 
was previously with R&R from 
1934 to 1941. 


Dont Let the BIG ONES get oway| 


Fishing for sales? Drop your bait 
where the big ones will grab for it— 
in the pages of TRANSPORT TOPICS, 
the only ABC paper devoted to truck- 
ing. Nine out of ten motor-freight car- 
riers—men who operate 1,000,000 
vehicles, own 51 percent of tractor- 
trailer combinations and spend $1'2 
billion on the things you sell—read 
and prefer TRANSPORT TOPICS, 


Gransport Topics 


The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 
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May Sales of Chain Stores 


————__—_May——_———-% Gain ——————-5 months————_.% Gain 
1950 1949 or Loss 1950 1949 or 
Food Chains 
el . ccaned aden $14,476,153 $13,136,090 + 10.2 $68,493,484 $63,564,746 + 7.8 
Kroger Co. ...... 65,333,703 63,839,485 + 2.0 315,544,451 317,986,983 — 10 
National Tea ....  23,366,0. 20,455,927 + 14.2 113,917,760 104,550,354 + 8.2 
OM Se __ 82,891,965 86,181,896 — 3.8 409,003,439 433,777,729 — 5.7 

Group Total ... $186,067,840 $183,613, + 13 $906,959,134 $919,879,612 — 14 
Mail Order 
#Sears, Roebuck .. $213,787, $192,601,565 + 11.0 $735,760,105  $685,098,186 + 7. 
Spievel i 11,773,803 9,629,098 3 52,705,734 46,068,410 + 14.4 

Montgomery 
’ err 97,704,534 — 100,334,199 — 2.6 341,898,847 358,939,807 — 4.7 

Group Total .. $323,265,526 $302,564,862 + 6.8 $1,130,364,686 $1,090,106,403 + 3.7 
Drug Chains 
NE : ceweseese $3,736,363 $3,761,263 — 0.6 $18,548,823 $18,822,329 — 15 
Walgreen ....... 13,066,346 12,703,103 + 2.9 64,939,571 64,933,934 -— 

Group Total ... $16,802,709 $16,464,366 + 2.1 $83,488,394 $83,756,263 — 0.3 
Variety and Miscellaneous 
tAngerman Co. 

eee 663,131 710,127 — 6.6 2,498,405 2,908,228 — 14. 
Butler Bros. .... 8,075,186 9,004,822 — 10.3 41,478,030 48,316,338 — 14.1 
Colonial Stores, 

Me 'éveekeoe. 210,000 12,686,000 + 4.1 69,330,000 67,296,000 + 3.0 
Consolidated Retail 

eee 2,439,627 2,660,259 — 8.2 11,717,664 13,747,773 — 14.7 
*Diana Stores 

Wk -a¢bevane 1,473,907 1,316,515 — 12.0 247,346 14,957,173 — 4.7 
Edison Bros. .... 6,723,754 822,825 — 1.4 29,499,210 31,543,149 — 6.5 
Fishman, M. H. . 819,227 784,637 + 4.4 3,128,948 3,106,457 + 0.7 
Grand Union Co. . 11,475,647 10,312,714 + 11.3 36,244,294 31,981,677 13.3 
Grant, ee ee 17,992,477 + 5.3 78,787,753 80,221,047 — 18 
Grayson- Robinson 

 ta8«e £9 6,825,407 6,387,329 + 6.8 32,387,503 31,375,582 + 3.2 
Green, H. L. ... ,671,661 7,580,206 + 12 28,480,419 28,832,028 — 1.2 
tInterstate Dept. 

ST enc ccce 5,270,280 4,953,871 + 6.4 18,797,709 19,260,534 — 2.4 
Kinney, G. R. Co. 2,971,000 2,884,000 + 3.0 12,101, 12,322,000 — 18 
Kresge, S. -»» 22,115,910 22,043,341 + 0.3 100,212,673 103,272,016 — 3.0 
pope 5 b’ tee 11,606,014 11,858,783 — 2.1 56,364,132 60,177,187 — 6.3 
Lane ’ 

Ine. _ ales Sy 4,669,741 4,754,668 — 18 19,855,470 22,302,168 — 11.0 
a ee 10,422,832 10,625,319 — 19 36,954,321 40,072,854 — 7.8 
McCr — eee ,605,272 7,176,360 + 6.0 34,797,279 34,906,169 — 0.3 
McLellan 
’ A 4,202,618 4,190,680 + 0.3 15,300,274 15,600,876 — 19 
+Mercantile Stores 

Mi Sate cece 0,176,800 9,764,800 + 4.2 35,467,200 35,664,000 
>Miller-Wohl Co. 2,615, 2,778,745 — 5.9 25,531,493 28,799,198 — 11.4 
Murphy, G. C. . 11,523,804 11,163,355 + 3.2 ,087, 50,967,467 — 0 
Neisner Bros. 4,271,913 4,224,662 + 11 19,771,114 412,584 — 3. 
Newberry, J. J. 10,978,345 10,470,176 + 49 46,745,172 47,135,627 — 0.8 
nome, ¢ C. .... 71,596,604 69,277,115 + 3.4 302,717,696 305,049,251 — 0.8 
*Ster ros. 

BD ~aser<ee 1,517,309 1,290,307 + 17.6 3,552,440 3,033,303 + 17.1 
wae J Auto .... 13,016,000 10,520,000 + 23.7 51,418,000 42,398,000 + 21.3 
Woo 5 

a ary 46,828,830 ° 44,517,981 + 5.2 223,916,142 221,568,309 + 1.1 

Group Total ... $319,710,174 $308,752,074 + 3.5 $1,402,388,892 $1,417,226,995 — 1.1 
Combined OAL iS 

RET: 6 Std aod $834,072,446 $801,765,602 + 4.0 $3,523,201,106 $3,510,969,473 + 0.3 


tFour month period. “Three month period. °Ten month period. 


Breskin to Publish Tabloid 


A new monthly tabloid designed 
for putting manufacturers of con- 
sumer plastic products in touch 
with mass markets is expected to 
be launched in January by Breskin 
Publications, New York, with an 
initial circulation of 50,000. An- 
nouncement of the publication’s 
name and advertising rates will 
be made shortly after Labor: Day. 


Montenier Names Wright V. P. 


Jules Montenier Inc., Chicago, 
maker of Stopette spray, has 


named William A. Wright, adver- 
tising sales promotion manager, as 
vice-president. 


Elects Runk President 


Roy S. Runk, of Baldwin, Bow- 
ers & Strachan, Buffalo, has been 
elected president of the Niagara 
Frontier Industrial Advertisers 
Association. Other officers are: 
Norman F. Hadley, N. F. Hadley 
Advertising Displays, lst vice- 
president; Alfred L. Trumpler, 
Niagara Filter Corp., 2nd vice- 
president, and John R. Owen, 
Buffalo Chamber of Commerce, 
secretary-treasurer. 


Woodard & Fris Moves 


Woodard & Fris, Albany, N. Y., 
has moved to larger headquarters 


at 24 James St. 


WTOP Inc., Owned 


cain) By ‘Post’ and CBS, 


Plans to Buy WOIC 


WaSHINGTON—WTOP Inc., which 
is owned by the Washington Post 


‘14/and the Columbia Broadcasting 


System, announced plans last week 
for the purchase of TV station 


4| WOIC here. 


If approved by the Federal Com- 
munications Commission, the deal 
will leave the Post with topnotch 
facilities in all three broadcast 
media and will- overcome CBS’ 
embarrassing lack of dependable 
Washington TV affiliation. 

For the past 18 months CBS 
has been using WOIC as its TV 


1| outlet here, but its owner, Gen- 


eral Teleradio Inc., a subsidiary 
of R. H. Macy & Co., also owns 
WOR and WOR-TV and would 
have presumably used it as a Mu- 
tual outlet in the event of a Mu- 
tual TV network service. 

The Washington Post was a late 


starter in bigtime radio. Until 1948 
the Post radio interests were limit- 
ed to a local independent AM and 
FM station. On May 17, 1948, it 
completed a deal paying CBS 
$855,470 for 55% of the stock 
in WTOP, CBS-owned 50,000-watt 
outlet. 

The new company, 55% Post- 
owned and 45% CBS owned, was 
named WTOP Inc., with Post Pub- 
lisher Philip Graham as president. 

Purchase of WOIC by WTOP 
Inc. reduces to some extent CBS’ 
TV weakness of trailing far be- 
hind other networks in owned fa- 
cilities. 

CBS owns and operates only 
WCBS-TV, New York, and exer- 
cises a 45% interest in KTTV, the 
Los Angeles Times station. 


a When four TV channels opened 
up here after the war, CBS failed 
to apply. Licenses were awarded 
to DuMont (WTTG), the Evening 
Star (WMAL-TV, an ABC eaffil- 
iate), NBC (WNBW), and General 
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Teleradio. 

This is only the third TV sale 
in history. Curiously, the previous 
ones were both to newspapers. 

In March FCC approved the 
transfer of KBTV, Dallas, from 
Lacy Potter Broadcasting Co. to 
the Dallas News for $575,000. The 
station was redesignated WFAA- 
TV. Last month FCC permitted 
S. Albert Lee to sell KLEE to the 
Houston Post for $740,000. It be- 
comes KPRC-TV July 3. 

The Dallas station had been 
licensed in September and the 
Houston station since June 14, 
1949. 


Gets Tabu Perfume Account 

Dana Perfume Inc., Chicago, has 
——— Stewart-Bowman-Mac- 
pherson Ltd., Toronto, to handle 
advertising in Canada of its Tabu 
perfume. 


WNEW Names Cohan Agency 


WNEW, New York, has appoint- 
ed Arnold Cohan Corp., New York, 
as its advertising agency. 


IF YOU WANT 
YOUR 
CATALOGUE...OR 
BOOKLET...OR 
HOUSE ORGAN... 
TO BE READ 


FROM COVER 
TO COVER... 


The B 


be sure 


it has 


cover 


eae a cover of BUCKEYE or 
BECKETT—the good-looking, long-wearing 
cover stocks which have long been the 

first choice of admen and printers 
everywhere. 13 colors, 9 finishes, to choose 


from in the BUCKEYE line; 


10 colors, 


9 finishes, in the lower-priced but very 


attractive BECKETT line. New sample books 


on request. 


eckett 


Paper Company 


’ 


MAKERS OF GOOD PAPER 
* IN HAMILTON, OHIO 


NF 18.48 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ARF HONORS—Stuart Peabody (left), 
director of advertising and publicity of 
The Borden Co., receives a citation for 
his work as former director and board 
chairman of the Advertising Research 
Foundation, which he helped organize 
in 1936. Making the presentation is H. 
M. Warren, vice-president in charge of 
advertising and sales promotion of Na- 
tional Carbon Co. and ARF board chair- 
man. 


F \ 


ili oe 


NEW LINEUP—New officers of the Radio Executives Club of Boston, installed June 16, 
are (front row) Elmer Kettell, of Kettell-Carter, treasurer; and Jan Gilbert, Harold 
Cabot & Co., 2nd vice-president. Back row: Rudolph Bruce, New England Coke Co., 
secretary; Harold E. Fellows, general manager, WEEI, president; Craig Lawrence, 
general manager, WCOP, past president; and Edmund J. Shae, James Thomas Chir- 


AGATE’S ANNUAL—About 100 members and guests took part 
in the Chicago Agate Club’s 1950 golf tournament held at the 
Knollwood Country Club June 14. Some of the foursomes in- 
cluded (top row, left to right) J. P. Embich, Good Housekeeping; 
Robert Koretz, Foote, Cone & Belding; C. M. Dering, Good 
Housekeeping; V. H. Hall, Maxon Inc.; Al Vinnedge, Cosmopoli- 
tan; Frank Hakewill, Roche, Williams & Cleary; Harry Dunlop, 
publisher, Cosmopolitan; and Frank Hunton, Cosmopolitan. Sec- 
ond row: D. D. Warner, Mason Warner Co.; S. R. Penfield, Cur- 
tis Publishing; H. E. Woodford, Perkins Products Co.; B. E. New- 
man, Curtis Publishing; Hi Schuster, Look; R. E. St. John, Swift & 


urg Co., 1st vice-president. 


Co.; H. W. Markward, Life; and Jack Reiss of Quick. Third row: 
Ralph Ellis, Leo Burnett Co.; Bradford Swope, Life; George Mc- 
Givern, Grant Advertising; James Carr, Look; H. E. Cole, Amer- 
ican Magazine; R. V. Newbell, LeVally Inc., low gross guest win- 
ner; Tad Jeffery, Kraft Foods; and John Flanagan, American 
Magazine. Bottom row: George Hadlock, Parents’ Magazine; 
A. M. Semones, Henri, Hurst & McDonald; Ed Fryk, Parents’; W. 
N. Stuckslager, Henri, Hurst & McDonald; J. F. Hunt, Foote, Cone 
& Belding, low net guest winner; Ted Fox, True Story Women’s 
Group; R. B. Osburn, Toni Co.; and Al Degen, True Story 
Women’s Group. 


Advertising Age, June 26, 1959 


THANKS—Close to 100 guests who attended the annual lobster party, sponsored by 

Station CKCW, Moncton, N. B., signed the plaque being presented here to Fred 

Lynds, managing director of the station, to express their appreciation. The others in 

the picture are W. D. Hannah (center), radio director of Cockfield, Brown & Co., and 
R. J. Judge, manager of Horace N. Stovin & Co., Montreal. 


HELLO MR. SPONSOR—Dave Garroway (right), who conducts a TV show for Con- 

goleum-Nairn (NBC), chats with T. L. Shaffer (center), sales v.p. for the company, 

and R. F. Jones, his assistant. The scene: a party in New York for Garroway during 
a recent visit. 


ee 


AT CINCIAMA PARTY—This foursome at the annual Cinciama golf party, given by 

magazine and farm publication representatives who cover the Cincinnati territory, 

is composed of A. Vinton Stegeman, Wadsworth Watch Case Co.; Milton Schloss, 

Schloss Packing Co.; Jake Stockwell, Farm & Ranch and Southern Agriculturist; and 

William Werner, Procter & Gamble. The scene is the course at the Hyde Park Golf 
and Country Club. 


NEW AIRPORT—First 24-sheet announcing the dedication in Baltimore of the first 

of the postwar super airports is posted by Richard W. Darrow, advertising and pub- 

lic relations director of Glenn L. Martin Co., and chairman of dedication committee. 

The airport will serve the» Baltimore-Annapolis-Washington region. Newspapers, 

magazines, radio and TV time, posters, car cards and taxi advertising space were 

contributed by advertisers. Banner & Greif, New York PR organization, handled 
the campaign. 
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What's the "Buy-ability Quotient" 
Read Your Ads? 


of the Men Who 


You buy space in a business paper to influence readers 
to buy your products. Your results depend largely 
upon how many readers a publication has—and how 
many have the ability to buy or influence buying. 


Here at Penton we call this “buy-ability”. It has long 
been our policy to concentrate the circulation of Penton 
publications where “buy-ability” is greatest. 


To have “buy-ability”, a reader must meet two 
qualifications: 


1. He must be in a plant with worthwhile 
buying power that can use products 
advertised. 


2. He must be a man with buying 
influence. 


The need for “buy-ability” among readers leads to 
some important publishing principles. It is the reason 
that the better industrial publications spend huge sums 
in market research to locate the worthwhile plants in 
their markets ... to make certain that their publica- 
tions are going where the products of their advertisers 


can be bought. 


Within those plants, there is an equally great effort to 


gain readership among the men who make up the © 


“buying team”... for industrial purchases invariably 
require the approval of a group of key executives. 
q pp group y 


Some publications gain concentrated attention among 


certain members of the buying group. MACHINE 


neers. It is directed to one function—engineering. 


DESIGN, for example, is the “Bible” of design engi- 


STEEL, on the other hand, cuts across a number of 
functions. It is read by top management, production, 
engineering, and purchasing executives. The editorial 
content of STEEL is directed to the entire buying group. 


With both publications, the circulation staff and the 
editors work together to make certain that interested 
readers are gained... 


.. in the plants with worthwhile buying 
power that can use your products. 


... among the men who can influence the 
buying of your products. 


The higher the “Buy-ability Quotient” of the men who 
read a publication, the greater is your opportunity to 
cash in on your advertising. If you would like to know 
more about the markets, plant coverage, or “buy- 
ability quotient” of readers of any Penton publication, 
write us and we'll be glad to supply you with up-to-the- 
minute information. 


™ PENTON company 


PENTON BUILDING « CLEVELAND 13, OHIO 
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Dailies Used More 
Newsprint in May 


New Yorx—Total estimated 
newsprint consumption in the U.S. 
for May, 1950, amounted to 521,977 
tons, according to the American 
Newspaper Publishers Association. 
For the first five months of ’50 the 
total was estimated at 2,442,725. 

Dailies reporting to the ANPA 
used 401,922 tons during the 
month, a 2.5% increase over the 
392,212 tons consumed in May, 
1949, and a 15.2% gain over the 
348,823 tons used in May, 1948. 

Newsprint stocks on hand and 
in transit at the end of last month 
were 30 days’ supply for the aver- 
age of all dailies reporting to 
ANPA, This is an increase of two 
days’ supply as compared with the 
end of April, 1950, but a drop of 
five days’ compared with the end 
of May, 1949. 

Newspapers reporting to ANPA 
used 1,880,898 tons of newsprint 
during the first five months of 
1950, an increase of 6.3% over the 


endorsements like this — 
“Its complete and authorita- 
tive coverage of every phase 
of our economic affairs has 


proven of real benefit to me.” 
Tire company executive 


». results 


for advertisers: 


The Wall Street 
Journal s service to 


advertisers begins with service to 
its readers. And The Journal’s 


261,580 «08. 


—located in every state and hold- 
ing a wide variety of positions in 
all types of business—readily ac- 
knowledge that usefulness! 


24 different kinds of business 
were represented among only 35 
of many recent statements from 
readers acknowledging The Jour- 
nal’s value. They were: 


Agriculture Paint Mfg. 
Airlines Radio Mfg. 
Apparel Mfg. Restaurant 
Apparel Chain 

Chain Realty 

Bearings Mfg. Rubber Mfg. 
Box Mfg. Sports Equip- 
Button Mfg. ment 

Food Whisng. Steamship 

Housewares Line 

Mfg. Telephone 

Insulation Mfg. System 

Jewelry Mfg. Television 

Metal Fabri- Mfg. 

cating Tobacco Mfg. 
Mining Watch Mfg. 


The Wall Street Journal is the 
logical, economical channel to 
reach America’s businessmen. If 
you advertise to business, The 
Wall Street Journal should head 
your list. 


THE WALL STREET 
JOURNAL 


44Broad Street 911 Young Street 
NEW YORK DALLAS 


415 Bush Street 
SAN FRANCISCO 


same period in 1949 and a gain of 
15.4% over that period in 1948. 


Establishes 25 Divisions 

National Advertising Co., Wau- 
kesha, Wis., a subsidiary of Min- 
nesota Mining & Mfg. Co., St. Paul, 
has set up 25 operating divisions 
for greater efficiency in erecting 
and servicing its highway advertis- 
ing signs. 


Names Proebsting, Taylor 
Proebsting, Taylor Inc., Chica- 
go, has been appointed to handle 
advertising of P-~A-X business tel- 
ephone systems, electric relays and 
stepping switches for industry, and 
railway communication and sig- 
naling equipment of Automatic 
Electric Co., Chicago. The account 


was formerly served by Buchen 
Co., Chicago. 


Thomson Dailies Names Two 


Jack R. Hamilton, formerly 
national manager of Thomson 
Dailies, Toronto, has been ap- 
pointed eastern manager and will 
open a Montreal office at 225-226 
University Tower Bldg. Fred G. 
Hebert, formerly in the publish- 
ing and agency business, has been 
named national advertising man- 
ager for Thomson. 
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Norris to Natcon Industries 


Marion E. Norris, formerly ad- 
vertising manager of Bunny Bear 
Inec., and previously with agencies 
and newspapers, has been named 
by Natcon Industries Inc., New 
York, to handle advertising of its 
subsidiaries—Hirestra Laboratories 
(Endocreme hormone cream), and 
Kathleen Mary Inc. (cos- 
metics). 


$22 media advertise 


You, too, can harness the influence 


You can tell your advertising sales story to an audience pre. 
conditioned for it, and at the point of making decisions. You 
can reach them when, frequently, it is impossible for you to 
be represented in any other way ... when your salesmen are 
occupied elsewhere . . . often before you are even aware that 
media buying activity is in progress and your medium or your 
market is being considered. 


Users of display Service-Ads in SRDS 


SRDS NEWSPAPER SECTION: alabama — (Birmingham) News, Age-Herald * Arkansas —(Ei Dorado) News, Times * (Fort Smith) Times 
Record « (Hot Springs) New Era, Sentinel-Record * California — (Long Beach) Press-Telegram * (Los Angeles) Examiner * Herald-Express * Mirror © Times 
* (North Hollywood) Valley Times * (Oakland) Tribune * (Pasadena) Star-News « (San Diego) Union & Tribune-Sun * (San Francisco) Call-Bulletin * Chronicle + 
News ¢ (Santa Ana) Register * (Santa Rosa) Press Democrat * (Yuba City) Appeal-Democrat « Colorado — (Colorado Springs) Gazette Telegraph © (Denver) 
Post « Connecticut — (Hartford) Courant * (Middletown) Press * (New Haven) Register * Delaware — (Wilmington) Sunday Star « District of Columbia — 
(Washington) Star * Times-Herald * Florida — (Jacksonville) Times-Union * (Miami) Herald « (Pensacola) News-Journal « Georgia — (Atlanta) Journal « Idahe 
— (Pocatello) State Journal « Mlinois — (Carbondale) Daily Southern Illinoisan « (Chicago) Daily News * Defender (Negro) * Herald-American * Sun-Times * 
Tribune © (Freeport) Journal Standard ¢ (Moline-Rock Island) Argus, Dispatch © (Peoria) Journal-Star * (Rockford) Star, Register-Republic * (Springfield) State 
Journal & Register * Indiana — (Anderson) Bulletin, Herald * (Fort Wayne) Journal-Gazette, News-Sentinel « (Gary) Post-Tribune * (Hammond) Times ¢ (Lafay- 
ette) Journal & Courier « lowa — (Burlington) Hawkeye-Gazette « (Council Bluffs) Nonpareil « (Davenport) Daily Times, Democrat (Keokuk) Daily Gate City » 


(Sioux City) Journal, Journal-Tribune * (Waterloo) Daily Courier * Kansas — (Wichita) Beacon « Eagle « Kentucky — (Madisonville) Messenger ¢ Louisiana ~ 


(New Orleans) Item * Times-Picayune & States * (Shreveport) Times * Maine — (Lewiston-Auburn) Sun, Journal « (Portland) Evening Express ¢ Press Herald + 
Sunday Telegram « Maryland — (Baltimore) News-Post * Sun * Massachusetts — (Boston) Christian Science Monitor * Globe « Herald-Traveler * Post « Record 
American « (Clinton) Item « (Greenfield) Recorder-Gazette * (New Bedford) Standard-Times * (North Adams) Transcript « (Salem) News ¢ (Springfield) Union, 
Republic, Daily News * (Waltham) News-Tribune * (Worcester) Telegram-Gazette * Michigan — (Detroit) Free Press « News © (Pontiac) Daily Press ¢ (Royal 
Oak) Daily Tribune « Minnesota — (Owatonna) People's Press * Missouri — (Carthage) Press * (St. Louis) Globe-Democrat * Montana — (Bozeman) Daily 
Chronicle « New Jersey — (Bayonne) Times * (Hackensack) Bergen Evening Record * (Hoboken) Jersey Observer * (Newark) News © (Passaic-Clifton) Herald- 
News ¢ (Ridgewood) Sunday News « (Teaneck) Sunday Sun « New York — (Albany) Times-Union * (Amsterdam) Evening Recorder ¢ (Buffalo) Courier-Express 
¢ Evening News * Everybody's Daily * (Corning) Leader * (Hempstead, L. |.) Newsday * (New York City) Herald-Tribune, Foreign Edition © I! Progresso * 
Jewish Day * Jewish Daily Forward * Jewish Journal & Daily News * World-Telegram& Sun * (Schenectady) Gazette * (Syracuse) Herald-Journal * Post-Standard 
* Herald-American * (Troy) Times Record, Troy Record « North Carolina — (Asheville) Citizen-Times * (Charlotte) Observer ¢ News ¢ (Fayetteville) Observer * 
(Gastonia) Gazette * (Salisbury) Post * Ohio — (Akron) Beacon Journal « (Cincinnati) Enquirer * Post *¢ Times-Star ¢ (Cleveland) Plain Dealer * Press ¢ (Colum- 
bus) Dispatch « (Toledo) Blade & Times * (Youngstown) Vindicator * Oklahoma — (Oklahoma City) Times, Daily Oklahoman « Oregon — (Portland) Journal « 
Oregonian « Pennsylvania — (Allentown) Call Chronicle * (Altoona) Mirror ¢ (Bethlehem) Globe, Times « (Chester) Times © (Erie) Times * (Hazelton) Plain 
Speaker, Standard-Sentinel « (McKeesport) Daily News * (Norristown) Times Herald « (Oil City) Derrick Blizzard ¢ (Philadelphia) Bulletin * Inquirer © (Pitts- 
burgh) Post-Gazette * Press * (Pottsville) Republican * (Scranton) Times * (Sunbury) Daily-item * Rhode Island — (Providence) Journal, Bulletin * South 
Carolina — (Charleston) Post, News & Courier « (Columbia) Record, State * (Greenville) News, Piedmont * South Dakota — (Sioux Falls) Argus-Leader « 
Texas — (Amarillo) News, Globe « Times * (Dallas) News * Times Herald « (Fort Worth) Star-Telegram * (Houston) Chronicle © Post « (Lubbock) Avalanche, 
Journal « (Pampa) News « (San Antonio) Express, News « Light * (Texarkana) Gazette-News « Utah — (Salt Lake City) Deseret News * Virginia — (Hopewell) 
Daily News * (Newport News) Daily Press, Times-Herald * (Roanoke) Times, World-News « (Suffolk) News-Herald « Washington — (Bellingham) Herald « 
(Seattle) Post-Intelligencer * Times * (Tocoma) News Tribune * West Virginia — (Charleston) Daily Mail * Wisconsin — (Fond du Lac) Commonwealth Re- 
porter « (LaCrosse) Tribune * (Milwaukee) Journal * Sentinel * (Oshkosh) Daily Northwestern © (Racine) Journal-Times * Canada — (Ottawa) Evening Journal 
* (Toronto) Daily Star * Globe & Mail .* Star Weekly * Telegram « Philippine Islands — (Manila) Daily Mirror * Times * Groups — Westchester (N.Y.) Group 
Newspapers ¢ John H. Perry Newspapers * Western Newspaper Union * Vermont Newspaper Corporation Weeklies * First 3 Markets Group « Jessie's Note- 
book © Associated Publishers, Inc. (Negro) * McClatchy Newspapers ¢ Big Three(Pacific Coast Sunday Group) * Ohio Select Newspapers *« Copley Northern 
IMinois Group * South Dakota Dailies « Afro-American Newspapers * Quality Group « Interstate United Newspapers, Inc. (Negro) * Booth Michigan News- 
papers « Greater Weeklies * Newspaper Advertising Service, Inc. * Texas Quality Newspaper Network. 


SRDS RADIO SECTION: alabama — (Birmingham) WBRC + (Montgomery) WAPX + Alaske — (Fairbanks) KFAR * (Anchorage) KENI * Call- 
fornia — (Los Angeles) KHJ * KMPC © (San Diego) KCBQ * KGB « (San Francisco) KFRC * Connecticut — (Hartford) WTIC * Delaware — (Wilmington) WDEL 
* District of Columbia — (Washington) WMAL « WRC * WWODC « Florida — (Lakeland) WLAK « (Miami) WIOD « (Tampa) WALT « WFLA « Georgia— 
(Atlanta) WSB « (Augusta) WBBQ « Illinois — (Chicago) WIND *« WCFL « (Peoria) WMBD « Indiana — (Fort Wayne) WOWO » (Indianapolis) WIBC « (South 
Bend WSBT * lowa— (Cedar Rapids) WMT « (Davenport) WOC « (Des Moines) KIOA « KRNT « WHO « (Sioux City) KSCJ « Kansas — (Kansas City) KMBC & 
KFRM ¢ (Topeka) WIBW « (Wichita) KANS * Louisiana — (Baton Rouge) WJBO * (Monroe) KMLB & KMFM « (New Orleans) KNOE « WDSU * WNOE « WTPS 
* WWL « (Shreveport) KTBS « KWKH *« Maine — (Portland) WMTW * Maryland — (Baltimore) WBAL * WCAO * WFBR * WITH « Massachusetts — (Boston) 
WBZ ¢ WBZA « WCOP « WEE! « WHDH « (Brockton) WBET * (Holyoke) WHYN * (Springfield) WSPR * (Worcester) WTAG * Michigan — (Detroit) CKLW « WJBK 
¢ WJLB © WJR «© WWJ « (Lansing) WILS * Minnesota — (Minneapolis) WLOL « (St. Paul) KSTP * Missouri — (Hannibal) KHMO « (Kansas City) KCKN * 
KCMO « KMBC & KFRM « (St. Louis) KXOK © (Springfield) KWTO * Nebraska — (Omaha) KFAB * WOW « New Hampshire — (Manchester) WMUR « New 
Jersey — (Newark) WAAT © (Paterson) WPAT * New York — (Hempstead, L. |.) WHLI * (New York City) WEVD « (Rochester) WHAM * WHEC « WSAY * 
(Schenectady) WGY © (Syracuse) WFBL * WSYR © (White Plains) WFAS * North Carolina — (Durham) WDNC « (Hickory) WHKY « (Raleigh) WPTF * North Da- 
kota — (Bismarck) KFYR * (Fargo) WDAY *« Ohio — (Akron) WADC * WAKR « (Cleveland) WGAR * WHK « WDOK « WJW « (Columbus) WBNS « (Dayton) 
WONE « (Toledo) WSPD * Oklahoma — (Oklahoma City) KOCY *« Oregon — (Portland) KEX « KGW « Pennsylvania — (Altoona) WRTA « (Philadelphia) 
KYW © WIBG « (Pittsburgh) KDKA « (Scranton) WGBI « (Shamokin) WISL * South Carolina — (Columbia) WIS « (Greenville) WFBC ¢ (Spartanburg) WSPA * 
South Dakota — (Yankton) WNAX « T. — (Joh City) WJHL « (Memphis) WMC «¢ (Nashville) WKDA «© WSM ¢ Texas —(Amarillo) KLYN * 
(Dallas) KRLD « WFAA « (El Paso) KROD « (Houston) KNUZ « KPRC « KXYZ « (San Antonio) KTSA * WOAI « KONO « (Texarkana) KCMC « (Wichita Falls) KWFT 
*¢ Vermont — (Burlington) WCAX « (Rutland) WHWB « (Waterbury) WDEV « Virginia — (Newport News) WGH « (Richmond) WMBG *« WCOD + WRVA * 
(Roanoke) WDBJ * Washington — (Seattle) KJR * West Virginia — (Beckley) WJLS « (Charleston) WKNA « (Huntington) WHTN « (Wheeling) WTRF «© WWVA 
¢ Wisconsin — (Green Bay) WBAY © (Madison) WKOW « (Milwaukee) WISN ¢ Groups — CBS Radio Sales * Steinman Stations « Georgia Quartette « Georgio 
Trio * Maine Broadcasting System * Yankee Network, Inc. * Edward Petry & Co., Inc. * Mutual Don Lee Broadcasting * McClatchy Beeline * Keystone Broad- 
casting System ¢ Cotton Belt Group. 


SRDS TELEVISION SECTION: california — (tos Angeles) KITV * Delaware — (Wilmington) WDEL-TV + District of Columbia — (Washington) 
WMAL-TV « WNBW ¢ Maryland — (Baltimore) WBAL-TV * WMAR-TV « Michigan — (Detroit) WWJ-TV * Nebraska — (Omaha) WOW-TV « New Jersey — 
(Newark) WATV « New York — (Syracuse) WSYR-TV * North Carolina — (Charlotte) WBTV * Ohio — (Cincinnati) WCPO-TV « WLW-T «© (Toledo) WSPD-TV * 
Oklahoma — (Tulsa) KOTV * Pennsylvania — (Lancaster) WGAL-TV *« Rhode Island — (Providence) WJAR-TV * Texas (Dallas) WFAA-TV © (San Antonio) 
WOAI-TV © Virginia — (Norfolk) WTAR-TV « (Richmond) WTVR * Group — Radio Sales. 


SRDS CONSUMER MAGAZINE SECTION: Air Force Times * American Weekly * Army Times * Banking ¢ Barbara Brent's Buys & Whys 
(Supplement) ¢ Big Four National Weekend Newspapers of Canada (Group) « Child Life * Commonweal « Dun's Review * Extension ¢ Family Circle ¢ Family 
Times ¢ Field and Stream « Flower Grower * Fortune * Good Housekeeping « Holland's * Home Owner's Catalog * House and Garden * House Beautiful * 
La Patrie (Canada) « Life International © Living for Young Homemakers ¢ Locally-Edited Gravure Magazine * Magazines of Canada « McCall Needlework * 


Mechanics Illustrated * Metropolitan Group of Sunday Comics Sections * Metropolitan Group of Sunday Picture Magazines « My Baby & Young Years * © 


Nation's Business * National Home Monthly (Canada) * The National Horseman * New England Living « Our Sunday Visitor-Register Unit * Outdoor Life 
¢ Outdoorsman ¢ Parents’ Magazine * Photoplay * Popular Mechanics *« Popular Science © Presbyterian Life * Rotarian * Scientific American « Senior 
Prom ¢ Smart Knitting * Telephone Directories « This Week * Treasure Chest * True Story Women's Group * Turf and Sport Digest * Wall Street Journal ¢ 
Woman's Day « Farm Papers —Capper's Weekly * Farm & Ranch with Southern Agriculturist * Farm Weekly * The Farmer-Stockman * Hoard’s Dairy- 
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Wurlitzer Uses TV to Sell New Juke Boxes 


New YorKk—tTelevision, the ta- 
} vern adversary of the juke box, is 
Y now being used to sell the record 
players. 

A series of TV shorts to get a 
visual picture of its new Model 
Twelve Fifty directly before the 
tavern owner and his patrons is 


now being employed by Rudolph 
Wurlitzer Co., North Tonawanda, 
N. Y. 

In almost all cities having tele- 
vision stations where Wurlitzer 
has distributor offices, one-min- 
ute spots and 20-second station 
breaks are planned to make every- 


one familiar with the new auto- 
matic phonograph the company is 
offering. Home viewers will be re- 
minded that there is good music 
in their favorite club, restaurant 
or tavern. 

Mechanical improvements of the 
new model include an increase 
from 24 to 28 record selections and 
finer tonal fidelity. 


McCormick Named V. P. 

John A. McCormick, in charge 
of the Chicago district sales office 
of General Steel Castings Corp., 
has been named vice-president in 
charge of sales. 


Poulter Publications Moves 

Poulter Publications Ltd., To- 
ronto, has moved its offices to 
86 Bathurst St. 


in SRDS to tell and sell 


of S:R:°D:S and make it work for you.... 


an ¢ lowa Bureau Farmer * lowa Farm and Home Register * Market Growers Journal * New England Homestead ¢ Poultry Industry * Prairie Farmer * The 
Progressive Farmer * Ranch & Farm News * Wallaces' Farmer & lowa Homestead * Western Dairy Journal « Western Farm Life « Transportation Advertis- 

— Chicago Car Advertising Co. * National Transitads * Nation Wide Bus Advertising, Inc. * New York Subways Advertising Company * Public Service 
rdinated Transport. ¢ 


SRDS BUSINESS PUBLICATION SECTION: Advertising Agency & Advertising & Selling * Aero Digest * Air Conditioning & Refrigera- 
fion News ¢ American Artisan * American Automobile & El Automovil Americano * American Aviation * American Bottler * American Builder * American 
Business ¢ American City * American Druggist * American Dyestuff Reporter « American Exporter and American Exporter Industrial * American Exporter & El 
Exportado Americano ¢ American Journal of Surgery * American Lumberman and Building Products Merchandiser * American Machinist *« American Metal 
rket ¢ American Hotel Journal *« American Motel Magazine * American Paint Journal « American Pressman * American Restaurant Magazine * American 
Shoemaking * Analytical Chemistry * Apothecary * Applied Hydraulics ¢ Architectural Forum ¢ Architectural Record * Arizona Food Merchant and Arizona 
Restauvrateur ¢ Art in Flowers * Associated Business Publications (Group) * Associated Construction Publications (Group) * Automotive Digest * Automotive 
Industries * Automotive News * Aviation Operations * Aviation Week © Bakers’ Helper * Bakers Review * Bakers Weekly * Bakers Weekly Buyers’ Guide- 
Catalog * Best's Insurance News * Box Office * Brake Service * Building Material Merchant and Wholesaler « Building Supply News ¢ Bus Transportation « 
business Education World « Butane-Propane News « Candy Industry © Ceramic Bulletin * Ceramic Industries « Chain Store Age, Administration Combination 
+ Chain Store Age, Drug Edition * Chain Store Age, Fountai Combination « Chain Store Age, Grocery Edition * Chain Store Age, Va- 
tiety Store Edition * Chemical & Engineering News * Chemical Engineering * Chemical Engineering Catalog and Chemical Materials Catalog + 
Chemical Industries * Chemical Processing *« Chicago Market Daily « ChiltonCo., Inc. (Group) * Christian Life * Civil Engineering * Commercial Car Journal 
+ Commercial Refrigeration & Air Conditioning * Coal Age * Concrete * Contractors & Engineers Monthly * Contractors Electrical Equipment * Construction 
Equipment & Materials * Construction Methods and Equipment « The Constructor * Creative Footwear * Current Medical Digest * Daily News Record * Depart- 
ment Store Economist ¢ Die Castings * The Diner ¢ Distribution Age * Domestic Engineering & Catalog Directory ¢ Drilling * Eastern Feed Merchant * EI 
Farmaceutico « Electric Light & Power ¢ Electrical Construction & Maintenances Electrical Dealer « Electrical Engineering ¢ Electrical Equipment ¢ Electrical 
Manufacturing © Electrical Merchandising © Electrical South * Electrical World « Electronics. « Engineering & Mining Journal * Engineering News-Record « 
Esquire's Apparel Arts © Excavating Engineer « Export Trade & Shipper « Factory Management and Maintenance « Farm Equipment Retailing ¢ Farm 
Implement News ¢ Fleet Owner © Flow © Food Industries *« Food Merchants Advocate * Food Processing * Food Topics * Fort-nightly Telephone Engineer « 
The Foundry ¢ Fueloil & Oil Heat * Furniture South ¢ Furniture World * Gas * Gas Heat © Gillette Publishing Company (Group) ¢ Gillette's Catalog File for 
latin America * Golfdom ¢ Grade Teacher « Graphic Arts Monthly * Gregg Writer * Grocers’ Spotlight * Haire Publishing Company (Group) * Hardware 
Age « Hardware Retailer « Hardware World * Heating and Plumbing Equipment News ¢ Heating, Piping & Air Conditioning * Hosiery Industry Weekly « 
Hosiery Merchandising « Hotel & Restaurant Operator * Hotel Management « Hotel World-Review * Hospital Management ¢ Hospitals * House Furnishing 
Review * Implement & Tractor * Industrial & Engineering Chemistry * Industrial Distribution * Industrial Equipment News ¢ Industrial Heating ¢ Industrial 
Maintenance ¢ Industrial Medicine & Surgery * Industry & Power « Industry & Welding © Ingeniera Internacional Construccion * Ingenieria internacional 
, Industria © Institutions Magazine ¢ Interiors * International Confectioner * Iron Age * Iron & Steel Engineer * Jewelers’ Circular-Keystone * Journal of the 
American Concrete Institute * Journeyman Roofer & Waterproofer *« The Knitter Textile « L-P Gas * La Hacienda « Life International ¢ Lubricating 
Engineer ¢ Lumber Trade Journal « Machine & Tool Blue Book * Machine Design * Machinery * MacRae's Blue Book « Manufacturing Confectioner * Marine 
Catalog & Buyers Directory * Marine Engineering & Shipping Review ©* Massachusetts Beverage Journal « Materials & Methods * McGraw-Hill Digest 
* McGraw-Hill Publishing Co., Inc. (Group) * Meat * Mechanization « Men's Wear * Merchants Trade Journal * Metal Finishing * Metal Progress « 
Metal-Working * Midwest Purchasing Agent ¢ Milk Plant Monthly « Mill & Factory * Modern Drugs * Modern Hospital « Modern Industrial Press * Modern 
industry ¢ Modern Machine Shop * Modern Packaging * Modern Plastics « Modern Railroads « Modern Sporting Goods * Motion Picture Herald * Motor * Motor 
Age * Motor Service * N.A.H.B. Correlator * National Bottlers’ Gazette * National Cleaner & Dyer * National Furniture Review * National Petroleum News 
* National Provisioner ¢ National Publisher & Publisher's Tab * Nation's Schools * New England Grocery & Market Magazine * New England Hardware « 
New Equipment Digest * New Hardware News ¢ Northwestern Druggist * Occupational Hazards * Office Appliances * Oil & Gas Journal ¢ Oil, 
Paint and Drug Reporter * Olsen Publishing Company (Group) * Operating Engineer * Opportunity Magazine « Oral Hygiene * Ordnance ¢ Packag- 
ing Parade * Packaging Systems * The Packer * Panamerican Publishing Company (Group) * Paper & Pulp Mill Catalogue * Paper Industry * Petroleum 
Engineer, * Petroleum Processing * Petroleum Refiner * Pit & Quarry © Playthings *« Plumbing & Heating Journal * Plumbing & Heating Wholesaler 
* Power * Pulp & Paper Mill Catalogue ¢ Practical Builder * Pre-Pack-Age * Premium Buyers Guide © Printing Equipment Engineer * Printing Yearbook 
& Almanac ¢ Proceedings of the IRE © Product Design and Development « Product Engineering * Products Finishing * Production Engineering & Manage- 
ment © Purchasing * Reader's Digest International Edition * Refrigerating Data Book © Refrigerating Engineering * Restaurant Equipment Dealer * Restaurant 
Management « Restaurant Review © Retailing Daily * Rock Products * Rural Electrification * Safety Engineering * School Executive and Equipment News ¢ 
Sheet Metal Worker * Shipping Digest * Simmons-Boardman Publications (Group) * Southern Advertising & Publishing * Southern Aut tive Journal « Southern 
Building Supplies « Southern Druggist * Southern Garment Manufacturer *« Southern Hardware * Southern Hospitals « Southern Power and Industry « Southern 
Pulp and Paper Manufacturer * Southern Textile News * Southwestern Advertising & Marketing * Specialty Sal ¢ Sports Age ¢ Starchroom 
laundry Journal ¢ State Journal Group « Steel * Super Service Tire Review * Telephone Buyers’ Directory & Composite Catalog © Textile Bulletin * Textile 
Industries © Textile World « Thomas’ Register of American Manufacturers ¢ Tires Service Station * Toy Jobber & Dealer * Toys and Novelties * Traffic World 
* Transport Topics * Transportation Supply News © Travel Trade ¢ Utilization « Water & Sewage Works * Waterworks Engineering * Welding Engineer * 
Wood Products * Woodworkers Reporter * Woodworking Digest * World Oil * World's Business & Guia * Yachting « Yankee Food Merchant. 


Users of listing Service-Ads in SRDS 


SRDS NEWSPAPER SECTION: Alabama — (Florence) Times, Tri-Cities Daily * Connecticut — (Meriden) Record, Journal * (Norwich) Bulletin, Record ¢ 
Massachusetts — (Beverly) Times * (Haverhill) Gazette * (Holyoke) Transcript-Telegram * Washington — (Pasco-Kennewick-Richland) Tri-City Herald « 
SRDS RADIO SECTION: Arkansas — (Little Rock) KXLR * Connecticut — (New Haven) WAVZ « Louisiana — (Baton Rouge) WLCS « (Shreveport) KENT 
* New York — (Poughkeepsie) WEOK * SRDS CONSUMER MAGAZINE SECTION: American Family Magazine * Antiques * The Argonaut © El Leon « 
Flower Grower ¢ Forest and Outdoors (Canada) « The Gimlet * Guest Informant «¢ Illustrated Speedway News ¢ 
Park East * Promenade * FARM PAPERS: National 4-H News « Breeder's Gazette * Rural Electric Publications 
* SRDS BUSINESS PUBLICATION SECTION: Advanced Management « Advertiser * Air Transportation « American 
import & Export Bulletin *« American Paper Merchant « Bakers’ Helper Catalog & Buying Directory * Beauty Fashion 
* Bedding « Better Roads * Beverage Industry News ¢ Biscuit & Cracker Baker ¢ Bituminous Roads & Streets * Boat 
and Equipment News * Caminos y Calles * Cash Box « Cleaning & Laundry World « Coal Heat « Concrete Manu- 


facturer ¢ Confectioners Journal * Cosmetics & Toiletries * Drug & Cosmetic Industry * Exhibitor * Feedstuffs « 
Flying * Food Service News * Frosted Food Field & Food Merchandising * Geyer's Topics * Hats ¢ Heating & Ven- 
tilating * Hotel & Restaurant News « Illinois Beverage Journal « Implement Record « Industrial Ledger * Industrial 
» Sheet Metal ¢ Infants', Children’s and Girls’ Wear « Interne * lowa Business and Industry * Journal of American 
Osteopathic Association * Journal of Bone & Joint Surgery * Journal of Chemical Education * Juvenile Merchandising 
* Lamp Journal « Lighting & Lamps © Liquor Store & Dispenser * Locker Management * Marine Age © Master, 
Mate & Pilot * Mortuary Management * Motor West ¢ Municipal Signal Engi ¢ National Bowlers Journal and 
Billiard Review * National Jeweler * National Real Estate & Building Journal * New Jersey Beverage Journal « 
New York Law Journal * Office Management and Equipment * Paper and Pulp Mill Catalogue * Paper & Twine 
Journal « Paper Mill News * Paper Sales * Park Maintenance * Parks & Recreation * Pediatrics * Photographic 
Trade News ¢ Plant Engineering * Popular Photography *« Power Generation * Power's Road and Street Catalog 
and Data Book ¢ Professional Golfer * Radio & Television News * Refrigeration * Retail Tobacconist * Roads & 
Streets * Seed World * Sewage & Industrial Wastes Engineering * Shears * Small World * Snips * Sporting Goods 
Dealer * Sports Age * Standardization * Sugar * Tavern News ¢ Tell * Tobacco & Confectionery Retailers’ Guide 
* The Tobacco Jobber * Tobacco World * Welding Journal « World Construction * World Convention Dates * Yachting. 


3 A NDAR 
The 


More media advertise in SRDS 
than in any other type of 
publication because SRDS makes 
their sales stories available 
whenever buyers of media are 
checking for market and 
media information. 


Horlicks Appoints Three 


Horlicks Corp., Racine, Wis., 
maker of malted milk products, has 
appointed W. R. Bowden, formerly 
sales manager of Horlicks Ltd., 
Slough, England, as vice-president 
and general manager. The corpora- 
tion also named B. B. Freitag, for- 
merly sales manager of the soap 
division of Armour & Co., Chica- 
go, as sales manager, and T. C. 
Thompson, formerly with the 
malted milk division of Carnation 
Co. in an executive capacity, as 
assistant general manager. 


Goodman to Rite-Form 


Jesse J. Goodman has been 
named sales manager of Rite- 
Form Corset Co., New York. He 
also will direct the company’s ad- 
vertising and sales promotion pro- 
grams. Mr. Goodman was former- 
ly assistant to the president of 
Royal Worcester, Worcester, Mass. 


Buchanan Promotes Randall 
Ray Randall, media director in 
the San Francisco office of Buch- 
anan & Co., has been named man- 
ager of the office. He succeeds Le- 
land B. Blair, who has resigned. 


Best Buy in 
~ SOUTHERN © 


NEW ENGLAND 
WTIC | 


“Sponsor Loyalty 
Depends 
Upon Results!” 


These current sponsors 
are a few of the many 
who have been 
WTIC spot advertisers 
for 10 or more years. 


BULOVA WATCH CO. 
COLGATE-PALMOLIVE-PEET CO. 
CONTINENTAL BAKING CO., INC. 

PETER PAUL, ING. 
THE PROCTER & GAMBLE CO. 
R. J. REYNOLDS TOBACCO CO. 
THE STUDEBAKER CORP. 


PAUL W. MORENCY 
Vice President-General Manager 
WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 
WTIC'’S 50,000 WATTS 


Represented nationally by 
WEED & COMPANY 
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Confidence, Courage 
Sparked Beltone Rise 


Ad Budget Increases 
from $10,000 in 1944 
to $1,250,000 in 1950 


By Bruce BRADWAY 

Cuicaco—Sam Posen and his 
wife, Fay, in 1940 had courage, en- 
thusiasm and a “better mousetrap.” 
They had a little money and prac- 
tically no merchandising experi- 
ence. 

Early that year they set up the 
Beltone Hearing Aid Co. in a little 
one-room combination factory and 
office here at 29 E. Madison St.— 
and began to find out what a lot 
of people with “better mouse- 
traps” and not much money have 
found out. 

From 1940 to 1943 it took all 
their courage to keep that factory 
office open in the face of war- 
imposed shortages, increasingly 
rough-and-tumble competition, in- 
sufficient funds, and the reluc- 
tance of the “natural” market to 
buy a new and untried product 
from a new and unknown com- 
pany. 


s The enthusiasm and courage fi- 
nally won out over the odds. From 
1943 to the present the business 
has increased 3,000% in unit vol- 
ume. 

The advertising appropriations 
tell the story: 

In 1944 Beltone spent $10,000 
on advertising; in 1945, $200,000; 
in 1946, $400,000; in 1947, $600,- 
000; in 1948, $700,000; in 1949, 
more than $1,000,000 (including 
about $250,000 toward co-op ad- 
vertising with dealers); and in 
1950 Beltone will spend $1,250,- 


000 to promote its hearing aid. 

Sam Posen’s entire business life 
has been spent in the radio and 
electronics industry. The story of 
Beltone, however, started in 1939 
when he met a man who com- 
plained that he had never been 
able to hear very well with his 
hearing aid. 


= Sam investigated the problem. 
And although many of the hearing 
aids then marketed were effective, 
he became convinced that he could 
improve on them. He discussed 
the subject with Fay and they 
agreed to undertake the project. 

As a result, in early 1940, Sam 
and Fay launched the Beltone com- 
pany to make and sell a conven- 
tional two-unit device. 

In 1941, Fay Posen, who handled 
the merchandising, marketing and 


ae 


Sam Posen 


Fay Posen 


distribution for the infant com- 
pany, began running small news- 
paper ads referring people to the 
little one-room Loop office on 
Madison St., where she personally 
gave demonstrations of the Bel- 
tone. 

Fay’s contact with hard-of-hear- 
ing people in the upper-story of- 


fice gave her invaluable experi- 


FRESH FRUITS AND VEGETABLES ARE BIG BUSINESS 


‘$ SIX BILLION PER YEAR 


= 


QoQ 


The 16,000 Commercial 
Growers, Shippers, 
Brokers, and Receivers 
who handle 90% of this 
volume read Tue Packer, 
use it as a buying guide 
in the trade. These 
readers are Owners. 
They do the actual buying 
of harvesting equipment, 
packing house machinery, 
containers, packaging 
supplies, freighting, cars 
and trucks, and 
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“THE PACKER can help you 


get your share of this Multi-Billion Dollar industry. 


This weekly newspaper—farm paper—business paper has been the 
spokesman of the produce business since 1893. A 57 man staff in 47 
produce centers provides readers with vital trade information. They 


build the readership that can be turned into more sales for you. 


Get the facts on this fast moving, big volume industry. Your 
PACKER Media File has them. Mailed on request. 


THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 6, MISSOURI 


ence, especially an understanding 
of what was required in a hearing 
aid and the principal obections to 
wearing the devices. 


@ In those days, hearing aids were 
bulky and cumbersome, and built 
in two separate units connected 
by a heavy cord, with a total 
weight of almost two pounds. Peo- 
ple were reluctant to admit that 
they were hard of hearing, and 
felt that wearing a device with a 
conspicuous receiver sticking out 
of the ear was a sort of public con- 
fession of disability. 

Despite the grueling hours of 
hard work, problems seemed to 
multiply. Profits appeared to be a 
mirage—always just out of reach. 
Selling directly from the factory 
to customers did not build the sales 
volume for which the Posens had 
hoped. Their company lost money 
for years, until their savings were 
almost exhausted. : 


ws In 1942, with funds at low ebb, 
Sam Posen joined the U. S. Signal 
Corps, while Fay, undaunted by 
the many obstacles, kept the of- 
fice open and held the company to- 
gether. Every penny that could be 
spared from Sam’s Signal Corps 
pay went into keeping the hearing 
aid business alive. 

Soon after Sam took the job, Fay 
decided to reexamine the sales 
strategy. She called on a few hear- 
ing aid dealers who had successful- 
ly sold Beltones. Then Fay, togeth- 
er with her brothers, Dave and 
Chester Barnow, sat down to pre- 
pare a mail campaign designed to 
interest other hearing aid dealers 
in handling the Beltone. As a result 
of the mailing, they signed up 30 
distributors. Volume began to 
climb. 

Since sales continued upward, 
Sam left the Signal Corps (he had 
been stationed away from the city) 
and early in 1943 returned to Chi- 
cago to resume full time work with 
Beltone. 


@ In July of 1943, David H. Bar- 
now, then a successful Chicago in- 
surance executive and a C. L. U. 
(chartered, life underwriter) was 
persuaded to come into the com- 
pany as general sales manager. He 
now has direct responsibility for 
all distributor and customer rela- 
tionships, merchandising and sales 
promotion. He also shares respon- 


Chet Barnow 


David Barnow 


sibility for advertising policies and 
ad copy with Fay Posen. 

Chester Barnow, better known 

as Chet, is in charge of office man- 
agement, personnel and general 
administration of the business, and 
serves as the link between factory, 
purchasing, financial and sales de- 
partments. 
Beltone continued to expand as 
additional distributors were added 
in available territories through a 
similar mail approach. Each step 
was preceded by careful planning 
and discussions. 


win July, 1944, Sam developed 
his one-unit Beltone Mono-Pac 
hearing aid, which eliminated the 
need for a separate battery pack 
strapped to the leg and the dang- 
ling battery wires. All of the elec- 
tronic parts and \batteries were 
contained in one case—hence the 
trade name “Mono-Pac.” Weight 
was cut to 11 ounces, which re- 
duced one of the major objections 
to the wearing of hearing aids. 
But Beltone at that time was still 
a small and relatively unknown 


company, without the national 


Advertising Age, June 26, 1959 


Does 
Loss of 
Hearing 
Rob You 


of Success and 
Happiness? 


Here's new 


lL was in despair whea | beges w lose 


CONTRASTS, 1948 AND 1950—The Beltone ad on the left, 
tensively by dealers in 1948, emphasized the size, power and comfort of the com- 
pany’s instrument. Other ads in the same period stressed the “‘one-unit’ feature. 
The two one-column ads on the right are typical of the company’s current copy run- 
ning in a broad range of publications, including Sword of the Lord, Zgoda, Family 
Times, La Terre De Chez Nous, Svenska Americaneren Tribunen, etc. 


which was run ex- 


organization necessary to capital- 
ize on its new design. 

Because company officials knew 
that their story had to be told if 
they expected to sell Beltones, they 
undertook the first advertising 
campaign—using 50 to 74-line ads 
in class publications at a time 
when space was hard to buy. 

The $10,000 appropriated for ad- 
vertising in 1944 brought substan- 
tial numbers of inquiries to the 
home office. These in turn were 
sent to the distributors to follow 
up. 


= Pleased by the results, company 
executives laid plans for a $100,000 
appropriation in 
1945, and placed 
the advertising 
account in the 
hands of the H. 
M. Gross Co., 
with Henry Flar- 
sheim as account 
executive. 

The plans 
called for mag- 
azine copy, fac- 
tory-paid news- 
paper advertising 
and co-op newspaper ads—all of 
which have been carefully con- 
trolled from the main office since 
the advertising was begun. 

All Beltone copy was keyed and 
couponed, and the company has 
maintained detailed records on 
inquiry cost and inquiry quality 
for each ad in each publication on 
its schedule. 

Further, on the basis of accumu- 
lated data received from distribu- 
tors, company officials have been 
able to determine with remarkable 
accuracy what percentage of the 
keyed inquiries actually result in 
sales. 


Henry Flarsheim 


= Beltone is definitely not in the 
mail order business. Each instru- 
ment is sold, after personal fitting, 
by a Beltone consultant (as the 
company calls its sales representa- 
tives). But because the market for 
hearing aids is so thin, the job of 
advertising is langely one of ob- 
taining “leads” for the consultants 
to follow. 

The sales department bases a 
large part of its work on the in- 
quiries received in response to the 
various forms of advertising. At 
the present time, three girls in the 
office do nothing but open inquir- 


ies, record them, credit them to the 
particular advertisements which 
produced them, and send them on 
to distributors who have their 
trained consultants follow them up 
as quickly as possible. 

Keyed and couponed ads are es. 
sential, primarily because it is dif- 
ficult for hearing aid sales repre- 
sentatives to develop leads. Many 
hard-of-hearing people are ex- 
tremely sensitive about their hear- 
ing difficulties, and it is very hard 
for consultants to find prospects 
unless the prospects can be per- 
suaded to make themselves known. 


a The Beltone sales approach is _ 


very much personalized but, at the 
same time, carefully matter-of- 
fact. The consultants approach the 
hearing problem and the fitting 
of an aid in much the same manner 
as an optometrist fits lenses. It is 
important to make a correct fitting, 
because there is an almost infinite 
variety of types and degrees of 
hearing loss. 

As the company’s distributor or- 
ganization expanded to cover the 
entire U. S. and Canada, the ne- 
cessity of obtaining thousands of 
inquiries steadily increased in im- 
portance—as did the need for stim- 
ulating consumer acceptance. In 
1947, Beltone (with Henry Flar- 
sheim) shifted its account to Ruth- 
rauff & Ryan. 


ws The company and R&R have 
found that it takes an ad of at 
least 70 lines (single column) to 
tell enough of the Beltone story 
and describe the instrument’s ad- 
vantages sufficiently to produce 
inquiries at reasonable cost. From 
this minimum, space size may go 
up to color pages and covers. 

After carefully studying results 
obtained from the prestige mag- 
azines, the company decided to en- 
ter farm, religious, fraternal and 
the light fiction publications. 

As the budget grew, other media 
were added to the schedule. Trans- 
portation advertising first was used 
in 1947, and in 1948 Beltone began 
running reader ads in a long list 
of daily newspapers. 

Late in 1948 the advertising 
strategy committee decided to use 
radio—a medium which other 
hearing aid manufacturers had 
tried and abandoned. While most 
hard-of-hearing people cannot 
hear or understand the radio when 
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Advertising Age, June 26, 1950 
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BELTONE TRANSPORTATION AD—A consistent user of transportation advertising 

since 1947, Beltone Hearing Aid Co. has found that car cards with “take one” 
business reply cards attached are a good source of the “leads” which it -sends 
to distributors in a constant stream. Since hearing aid prospects sometimes are 


difficult to unco 


, the pany depends 


heavily upon its advertising to do the job. 


played at normal volume, Beltone 
reasoned that their families and 
friends do listen. 


= Further, it was argued, friends 
and members of the families of 
hard-of-hearing persons are the 
persons who must forever repeat 
their remarks and speak in abnor- 
mally loud tones in order to make 
themselves understood. 

As a result, radio commercials 
were angled to the friends and rel- 
atives of the hard-of-hearing. The 
announcements offered a scientific 
booklet on hearing problems and 
an explanation of how Beltone can 
be of assistance in solving these 
problems. 

With this approach, radio has 
become one of the productive 
media for inquiries on the com- 
pany’s instruments. 

Beltone has used—and still uses 
—almost every medium of adver- 
tising—including magazines, news- 


Beltone Hearing Aid Co, Dept. 229C 


1450 W. 19th St, Chicago 6, Ili. 
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IS IT WORTH 3¢?—Typical of the Bel- 
tone magazine ads which will run this 
fall is this b&w page with an offer 
of a free book on overcoming hearing 
loss. The ads also carry the seal of ac- 
ceptance of the American Medical Associ- 
ation’s council on physical medicine and 
rehabilitation. 


papers, car cards, radio, direct 
mail, telephone directories, counter 
and window displays, fair displays, 
television, minute movies and 
match books. 


= Through the years, Sam Posen 
and his research associates contin- 
ued to improve product design and 
to develop new and improved Bel- 
tone aids. The weight of the instru- 
ment, for example, was reduced to 
11 oz. in 1944; 7% oz. in 1946, and 
6 oz. in 1948. 

As a result of additional refine- 
ments, the weight of the 1950 mo- 
del, complete with batteries, is 
now a little more than 5 oz. Ad- 
vertising, of course, featured the 
product improvements and in- 
creasing ease of use. 

In 1946, company officials de- 
cided that a better method of fit- 
ting hearing aids must be develop- 
ed. Prior to that time, a prospect 
was given an audimeter test to de- 
termine the extent of hearing loss. 
Then, hearing aids wih a variety 
of circuits (Beltone has 144 dif- 
ferent fittings) were tested on the 
prospect. 

The memory for sound is very 
short, however, and by the time 


five or six instruments had been 
tested, the prospect had forgotten 
how the first instruments sounded. 
Why wouldn’t it be possible, they 
reasoned, to build a “master hear- 
ing aid,” with all possible circuits 
and tube combinations, so that the 
consultant could shift instantly 
from one model to another merely 
by pushing several buttons? 


@ As a result, the company devel- 
oped the “Selectometer,” which 
has since become one of its most 
important sales and fitting helps. 
To assure that it was properly 
used in the field, Dave Barnow in- 
stituted the development of a sales 
training program. 

To build the training program, 
Barnow and Flarsheim toured the 
country, making wire recordings 
of actual interviews between pros- 
pects and Beltone consultants. The 
interviews* which presented the 
most common sales problems were 
transcribed and then printed in 
a training manual. The salesman- 
customer conversation occupies 
half of each page, and a commen- 
tary pointing out the salesman’s 
“strategy” occupies the adjoining 
column. 

In order to assure the most ef- 
fective use of the training mater- 
ials, home office officials hold a 
series of schools in Chicago, New 
York, Birmingham and San Fran- 
cisco six times a year. The “cur- 
riculum” includes both scientific 
and sales training material, and 
the schools are used both to train 
new men for the field force and as 


ants. 


a From 1948 to 1949, the com- 
pany’s advertising expenditure was 
increased $400,000—from $600,000 
to more than $1,000,000. And the 
number of inquiries increased 
98%. 

As a result, the 1950 appropri- 
ation is $1,250,000. Beltone officials 
are confident that the extra dol- 
lars will pull at least a propor- 
tionate number of extra inquiries 
from the approximately 5,000,000 
Americans whose hearing diffi- 
culties are severe enough to war- 
rant use of hearing aids. 

While Fay and Sam Posen de- 
voted long hours and their ap- 
parently limitless energy to build- 
ing the company, they also man- 
aged to rear two sons. 

Because of the two sons, Sam, 
now 41, is unworried about Bel- 
tone’s future. Larry, the eldest son, 
who is 18 years old, is fascinated 
by electronics. Like his father, he 
began building crystal sets at an 
early age, and then graduated to 
superhetrodyne receivers and tele- 
vision sets. An engineering student 
at Purdue University, he now 
spends his summers working in 
the company laboratory in Chica- 
go. 

Mike Posen, 17, is in high school 
and also works in the plant during 
summer vacations. He shares his 
mother’s interest and talent for 
the business and financial side, 
and plans to take up business ad- 
ministration in college. 


s Beltone, which now claims to 
manufacture more hearing aids 
than any of its competitors, has 
steadily broadened its sales fron- 


a review for experienced consult-|_ 


tier. It has established an interna- 
tional division and now is actively 
marketing its instruments in all 
countries where the dollar short- 
age has not brought restrictions on 
currency exchange. 

Despite the fabulous success of 
his multi-million dollar company, 
Sam Posen hasn’t changed. When 
AA visited the Beltone plant, Sam 
was in the factory in shirtsleeves, 
in personal command of all pro- 
duction, service and engineering, 
just as he was back in 1941. 

He is probably the only presi- 
dent of a successful company who 


has no office nor desk. His “head- 
quarters” are a work bench out in 
the factory, next to the entrance to 
the sound-proofed testing labora- 
tories. Sam prefers it that way. 


Englander Starts Drive 

Englander Co., Chicago, manu- 
facturer of sleep products, features 
an Airfoam sleep ensemble de- 
signed for “those who have the 
highest regard for a good night’s 
sleep” in a new series of adver- 
tisements starting in the June 24 
New Yorker and June Interiors. 
Leo Burnett Co., Chicago, is the 
agency. 
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‘Auction-Aire’ Silenced 


Libby, McNeill & Libby, Chi- 
cago, has discontinued “Auction- 
Aire” (ABC-TV). The program 
featured an auction of prizes, with 
home ar.d studio audiences bidding 
with Libby labels. The company 
will now use some TV spots. J. 
Walter Thompson Co., Chicago, is 
the agency. 


Graphic Appoints MacNiven 

John H. MacNiven, formerly 
with Melamed-Hobbs, has been 
named general manager of Graph- 
ic, St. Paul, publisher of sales and 
advertising media. 


Report No. 4* of our 
Continuing Consumer Panel of 
Brand Preferences in Houston 


%& Foods 


This important new Report, covering 
period of October 1, 1949, to March 31, 
1950, also shows complete tabulations 
for Reports No. 1, 
covering period from April 1, 1948, to 
September 30, 1949. Thus you can see 
trends as well as the current count on 
brand preferences covering 30 commod- 
ities included in these classifications: 


No. 2, and No. 3 


% Household Cleaners 
% Radios 


% Refrigeration 


If you are interested in selling the great 
Houston market, we invite you to obtain 
your copy of Report No. 4 from any 


Branham Company office, or from our 
National Advertising Department. 


* From a recent study by ALFRED POLITZ RESEARCH, Inc., New York. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


THE BRANHAM COMPANY 


National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 
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No. 3644. Adding Showmanship in 
Displays. 

“Merchandise Presentation” is a 
guide to presenting retail displays 
with ideas, color and good show- 
manship. Various merchandising 
aids are shown. The 20-page guide 
is offered by W. L. Stensgaard & 
Associates, Chicago. 


No. 3645. Automobile Market in 
U. S. Occupation Zones. 

This four-page study explains 
the automobile market in U. S. oc- 
cupation zones in Europe and the 
Pacific. Selling and ownership re- 
quirements are discussed. The 
survey is offered by the Army 
Times & Air Force Times. Title 
is “Automobile Ownership in U. S. 
Occupation Zones in Europe and 
the Pacific.” 


No, 3649. Techniques for Improv- 
ing Packaging. 

How to solve packaging prob- 
lems with “know-who, know-what, 
know-where, know-when, and 
know-why”—as well as_ with 
“know-how” is covered in this 
booklet, “101 Ways to Get Better 
Packaging,” A handy chart for 
evaluating present or proposed 
packaging is included. The book- 
let is offered by W. C. Ritchie and 
Company, Chicago. 


No. 3651. How to Increase Effec- 

tiveness of Sales Presentations. 

Pointing out that a prospect re- 
tains what he sees five times 
longer than what he hears, this 
folder lists selling helps for in- 
creasing the effectiveness of sales 
presentations. Sales helps to be 
used when a prospect is standing 
and when he is sitting are ex- 
plained. The folder is titled “Sales 
Tools” and is offered by Sales 
Tools Inc., Chicago. 


Note: Inquiries for items listed above will not be serviced beyond Aug. 7. 


USE COUPON 


—please print or type) 


No. 3650. Study of Building and 
Remodeling Market. 

The outlook, trends, and price 
ranges in new construction and re- 
modeling are analyzed by Prac- 
tical Builder in this survey of its 
contractor and builder subscribers. 
Data are given on both residential 
and commercial building. Title 
of the study is “1949-50 Building 
and Remodeling Activities of Prac- 
tical Builder Subscribers.” 


No. 3652. Analysis of Lion Mem- 
bership. 

The Lion analyzes membership 
of the Lions organization in “Ever 
Wonder How a Lion Lives?,” a 
new four-page folder. Members’ 
business titles, home and car own- 
ership, income, buying habits and 
recreations are tabulated. 


No. 3653. Advertising, Marketing 

Checklist for Executives. 

“How You Can Use Research 
More Profitably in Your Business” 
is a 12-point question-and-answer 
checklist for executives on adver- 
tising, marketing and sales. It is 
offered by Richard Manville Re- 
search, New York. 


No, 3655. Market Study of the Na- 
tion’s Capital. 

“Standard Market Data for 
Washington, D. C.,” is an eight- 
page folder providing market in- 
formation on the retail trading 
zone of the nation’s capital, its 
urban zone and the corporate city 
itself. Sales, income, construction, 
real estate, manufacturing, trans- 
portatio: and agricultural data are 
include ‘4 the study. The folder 
is offe-»' by the Washington Daily 
News, Washington Post, Washing- 
ton Star and Washington Times- 


TO OBTAIN INFORMA 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


Herald. 


.\TION 


NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


a 


‘pon \ San 
a 
SERVICE 


a fart of your 
SALES DEPARTMENT 
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SPECTACU 


OBSCURE SPECIALIST 
GETS JOB OFFERS 
Sip ie eeny Das to Be 08 be pee 
eral terms to preserve confidential in 
formation, but its moral may prove 
os to A man with 
snesteliaed qualifications of lim- 
ited x pplicability Semel to get into 


the agency business. He was e 
$7,000 1 sresult | 


in another business. As the 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at 
from a small agency, ee at $11 at $11,000 
Ve 
ya. 4, or. 


HELP WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales toot and Management. 


Writers, Publicity. Public Relations, Me- 
dia Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Bivd. Chicago 4, Ill. 


WANTED: Young man with some know- 
ledge of offset printing to represent a pro- 
gressive organization in a Chicago terri- 
tory. Drawing account and commission. 
Must have own car. Experience in selling 
desirable but rot essential. Write com- 
pletely, giving full particulars. 

Box 3200, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Desirable openings for 
Experienced Agency Personnel 
os ART- PRODUCTION-MEDIA 

k for ELINOR KENT 

TRIANGLE EMPLOYMENT Ha 17-6570 
202 S. State St. Rm. 412 Chicago 
ADVERTG. SALESMAN, (resident), exp. 
in selling space, wanted by old est. firm 
pub. mail order catalog to industrial 
firms, which poses results. 25% comm. 
and repeat busin assures substantial 
income. Unger & Co. 131 W. 53 St., New 
York 19, New York. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
TO A MAN WHO WANTS A FUTURE! 
Rapidly growing ice cream store equip- 
ment manufacturer wants alert, progres- 
sive man with business background, ex- 
perience in sales management and promo- 
tion, to invest in company and head newly 
formed sales department. Position heavy 
with responsibility—second only to Presi- 

dent. Terrific future. 
Write to: G. R. Wood Cabinet Company 
1328 E. Michigan Avenue 
Lansing, Michigan 
Editorial Assistant 
Building Field. . Manufacturing 
GEORGE WILLIAMS—-PERSONNEL 
209 S. State St. Ha 7-2063 Chicago 
OPPORTUNITY 
For Newspaper vertising 
Who Is Free To Travel 


Here is an exceptional o Beery for 
a salesman of proven ability to join a 
well established newspaper service agency 
serving local advertisers in professional 
and industrial lines. This is our 3lst year 
serving a nation-wide clientele and our 
expansion plans offer the right man 
a chance to share in company profits 
on a co-partner or sales manager basis. 
Man selected must have car, free to 
travel and between 30-45 years of age. 
Send full particulars with photograph 
in first letter. 


for 


-Rodenburg Company 
Springfield, Illinois 
ADVERTISING PERSONNEL WANTED 
Male and Female 


Account exec. Appliances $10,000 
Copywriter; foods, drugs $10,000 
Copywriter; industrial $12,000 
Copywriter; appli., foods $ 9,000 
Copywriter; consumer goods $ 6,500 
Adv. mgr., manufacturer $ 9,000 


We serve employer and applicant. 
Out of city applicants—write us 
giving full information. 

Chas. M. Wood, Mgr. Adv. Dept. 

MONARCH PERSONNEL 

28 E. Jackson Blvd., Chicago 4, Illinois 
EDITOR WANTED. New Publication to be 
launched in January requires services of 
top-flight editor who has specialized in 
and has thorough knowledge of merchan- 
dising and distribution, particularly in the 
retail field. 


This position offers a good starting sal- 
ary and an opportunity for a most inter- 
esting and profitable future. In writing, 
please give full particulars. 

Box 3210, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
Advtg. Mgr. —Industrial 
Advtg. Asst.— Exp. hard lines 


Layout Artist—-Catalog exp. ............. $ 3,600 
SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 
nae i WANTED 


Experienced Advertising Manager 
Man or woman, Fashion layout, copy, or- 
ganization, management, for department 
store established 64 years. Popular price 
high fashioned merchandise. Perma- 
nent. Full particulars, references, salary 
in first letter. Write: Personnel Director, 
MYERS BROTHERS, SPRINGFIELD, Ill. 


- POSITIONS WANTED 
LAYOUT ARTIST 
Employed, desire change within coiceee 


from a big agenc 
will sugg some’ you— 
dl knows? 


Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


ADVERTISING MANAGER strong on 
creative leadership, production and fol- 
low-thru seeks heavy responsibility as 
department head or assistant to busy sales 
manager. Especially wide experience in 
heating, building materials, related items 
and industrial. Aggressive, congenial, 
forty. No objection to smaller community. 
Salary and/or incentive, $19,000 to 
$15,000. depending upon job and 
roundings. 

Box 3199, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Tepnotch Technical Writer will consider 
full or part time place with publisher, 
agency, or adv. dept. Articles, advertis- 
ing and house organs. I have written free 
lance for McGraw-Hill, Penton, many 
others. 

Box 3211, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

AGENCY MAN WITH 8 YEARS 
FOOD and APPLIANCE EXPERIENCE 
WRITING for magazines-newspapers-ra- 
dio and television. Plus CONTACT for 4A 
agencies on important accounts. Was 


sur- 


agency copy chief. Under 30, married, two 
$10,000 hicago only. Present salary 


Box 3213, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Age, June 26, 1959 , 


POSITIONS WANTED 


COPYWRITER—AD ASSISTANT 
Young man. Versatile. Agency experience 
in production, copy, layout, some client 
contact. Univ. Ad grad. $4200 minimum 
with opportunity. Manufacturer preferred, 

Box 3218, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, nh 
LAYOUT ARTIST-30-college Gee. 7 yrs. 
experience—modern roughs 
now in Chicago but will change > locelie 

Box 3215, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ADV. MGR. and ACCT. EXEC. with % 
years’ experience manufacturer, distriby. 
tor, agency. Good copy, ideas, production, 


x 19, 

200 E. Illinois St., Chicago 11, Ill, 
REPRESENTATIVES AVAILABLE — 
Space salesman well acquainted with Chi. Chi- 
cago and surrounding area desires to re. 
present live est. business pub. here on 

a —y | Raw 
Box 32 ADVERTISING ace: 
200 E. iilftrots St., Chicago 11, 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr, 
HUMOROUS CARTOONS—Top-qua lity. 
Mats or proofs. Write for catalog contain. 
ing over 100 = 
illustrations drawn 

SERVICES, 4616-A Deal St., Bellaire, 
Texas. 

FULLY EQUIPPED ART STUDIO 
Available to 1 or 2 free lance artists in 
exchange for services to small Chgo agcy. 
Peterson, 1428 Opera Bidg CE 6-6749 


a 


—_ 


ASSISTANT ADVERTISING MANAGER 
Comprehensive printing plant experience, 
Advertising Production M Art Dept. 
Supervisor, Office Mgr, Colle ege, all blend 
to make some busy advertising or sales 
manager a reliable and productive assis- 
tant in consideration for greater oppor- 
tunity. Over 4 years ad agency exper- 
ience. Presently employed in large ad 
agency. 

Box 3214, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


BARGAIN DAY! AD MAN FOR SALE! 
Versatile agency writer with retail and 
mail order background. Experienced in 
TV scripts, national ads. Ready, willing 
and able. Univ. ad grad, married, 30. Chi- 
cago only. Salary? Talk about that later. 

Box 3217, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Wanted: Partnership in medium or small 
general agency of high reputation which 
is interested in expanding soundly and 
profitably in logical directions but which 
is so obsessed with the desire to ac- 
complish the best possible results for its 
present clients (and has ample facili- 
ties to do so) that it has paid too little 
attention to growth. Have demonstrated 
ability to produce and hold business and 
have good position now so am interested 
in talking only to principals of the kind 
of agency indicated. 

Box 3212, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 


WILL GET RESULTS 


OPPORTUNITY IN CHICAGO... ... 
FOR RIGHT MAN..... 


Large publishing house considering adding a new man to 
their Chicago Office. This man will correlate all selling aids, 
research, production, merchandising material and assist 
salesmen in originating and producing sales presentations, 


selling letters, et cetera. 


If you believe you are the man for the job, drop us a 
note outlining your experience, education, salary expected 
and special aptitudes. If your background and salary re- 
quirements appear to us as fitting our needs, a confidential 
interview will be arranged in Chicago. 


Reply to Box 7648, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


c 
Wanted! 
Top Notch Copywriter 
e o 
With Food and Drug Experience 
Well known, medium-sized, 4-A _ forceful selling ideas, dealer mer- 
Chicago agency offers splendid sal- | chandising material, etc. Contact ex- 
ary and future to well-trained, de- _ perience desirable but not necessary. 
pendable, versatile writer with at Please outline experience, includ- 
, least six years experience in maga- ing agencies worked for, accounts 
zine, newspaper and radio copy. served, age, and top salary earned. 
Must be able to develop interesting; | Our people know about this ad. 
BOX 7647 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
\ - 


ELECTRICS" 


LAR 


OUTDOOR 


POSTERS and 
PAINTED DISPLAYS 


jj The R.C. Maxwell Co. Trenton NJ j 


ADVERTISING 
Since 1894 


\ 


AN UNUSUAL OPPORTUNITY 


We want a man in his thirties who 
really wants to go places. Should have 
publi experience, business de- 
os know how to handle adver- 
romotion correspondence 

ag e urge to fit himself into an 
organization that will give him an un- 
limited opportunity. Publication first 
in field a thirty years old and 
age Sage We are going to 

be careful in selecting our man s0 
please give complete history of your 
experience in your first letter with a 
photograph. J replies will be held 
confidential. Box 7646, Advertising 

le, E. Illinois St., Chicago 11, Ill. 
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ARF Plans Sessions 
to Explain Details 
of Magazine Study 


New Yorx—On the basis of re- 
plies received from magazine pub- 
lishers, the board of directors of 
the Advertising Research Founda- 
tion has authorized a series of 
meetings at which publishers will 
be invited to discuss details of the 
ARF’s proposed exploratory re- 
search studies in magazines of 
more than 1,000,000 circulation 
(AA, May 22). , 

No dates for the meetings have 
been set, but AA was told last 
week that arrangements are being 
made and that the meetings prob- 
ably will be held here within the 
next few weeks. 

As previously reported, ARF 
estimates the cost of the proposed 
surveys at $75,000. The studies will 
undertake to develop: 

1. A method of determining at 
reasonable cost the total audiences 
and audience duplication of a large 
number of magazines, possibly 20 
to 25. 

2. A method of measuring the 
average time spent in reading in- 
dividual magazines of large cir- 
culation and other magazines on 
which sufficient data can be ob- 
tained. . 


= Letters were sent about a month 
ago to publishers of magazines 
with more than 1,000,000 circula- 
tion. The board of ARF met a week 
ago and reviewed replies received 
to date. A majority of the publish- 
ers who received letters replied 
favorably, which encouraged the 
board last week to authorize the 
series of meetings. 

A group of advertisers are un- 


” ~® derstood to have offered to finance 


Seckaseks tae 3 | 
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¢ the reading-time study, which will 


CREATIVE 
COPYWRITER 


Top grade Chicago Agency 
has splendid opening for ex- 
perienced copywriter. Must be 
strong on creative ideas and 
able to put them into layouts 
and copy. You may write in 
strict confidence. Give com- 
plete information about your- 
self in first letter. 


Box 7650 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


TRADEMARK THREESOME—In a jovial mood at the 72nd annual meeting of the 
United States Trade Mark Association in New York are Bernard C. Duffy, president, 
Batten, Barton, Durstine & Osborn; Lowell B. Mason, chairman, Federal Trade Com- 

mission; and W. Paul Jones, president of Servel Inc. d 


cost about $5,000. Several pub- 
lishers have expressed willingness 
to help underwrite the $70,000 
audience study, and it is believed 
that the cost is likely to be ap- 
portioned among the underwriters 
on the basis of circulation and ad- 
vertising revenue. 


ARF READIES STUDY 
OF ‘BUSINESS WEEK’ 

New YorK—The Advertising Re- 
search Foundation has completed 
a readership survey of Business 
Week, its first study of an execu- 
tive management publication, and 
will publish its findings in Septem- 
ber in a 148-page report. 

The forthcoming report will give 
the actual and potential audience of 
a given issue of the magazine (the 
116-page April 22 issue), the read- 
ership of the magazine as a whole 
as well as each item in the issue, 
and detailed information about 
subscribers and readers—including 
the so-called “pass-along” circu- 
lation. 

Part of the report will be a re- 
production of the 116-page issue 
with readership scores for each ad 
and editorial item. 


Elects Perry President 


N. Roy Perry, research director, 
Maclean-Hunter Publishing Co., 
and advertising manager of Chate- 
laine, Toronto, has been elected 
president of the Canadian Adver- 
tising & Sales Federation. Dick 
Canney, past president of the 
Young Men’s Advertising & Sales 
Club of Toronto, was named sec- 
retary, and Lockhart Johnson, 
Hamilton Sales & Advertising 
Club, treasurer. 


WTCN Appoints Miller 


Charles D. Miller, who has re- 
signed as program director of Sta- 
tion KRNT, Des Moines, has been 
appointed director in charge of 

rations of Station WTCN, 

inneapolis, effective July 1. 


Sales Manager and Market Specialist 
Seeks to re-enter active business. Age 57 


With QUAKER OATS CO. 15 years — mostly field 


sales. 


In business for self as broker and merchandiser 8 


years in New York City. 


With RALSTON PURINA MILLS 14 years. First as 
merchandising specialist; then as Western Division 
Sales Manager; final years as General Sales Manager, 


Ralston Purina Cereals. 


Knows the principles of sales and advertising ap- 
propriations and how to apply them. 


Knows the pitfalls of market research and how to 
judge data valid for mathematical analysis. 


Knows how to get new customers efficiently while 
holding old customers profitably. 


Box 7649, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Schmidt Transterred 


Dan Schmidt III, formerly man- 
ager of the Atlanta office of 
George P. Hollingbery Co., radio 
station representative, has been 
transferred to the New York office 
where he will have charge of TV 
sales. He was replaced in Atlanta 
by Dick Hunter, formerly with 
the Chicago office. 


Joins Dominion Fasteners 


Ronald D. Parkinson, formerly 
Canadian representative of Farm 
Tools Inc., has been appointed 
sales and service engineer for 
Dominion Fasteners Ltd., Hamil- 


Berling to Retire as A. M. 


Fred G. Berling, advertising 
manager of Lunkenheimer Co., 
Cincinnati, valve manufacturer, 
will retire July 1 under the com- 
pany’s retirement program, after 31 
years of service. With Mr. Berling’s 
retirement the functions of the ad- 
vertising department will be con- 
solidated with the sales department 
and some will be transferred to 
the company’s agency, Norman 
Malone & Associates, Akron. 


Joins Goodson-Todman 


John Coburn Turner, formerly 
manager of the script and program 
promotion division of American 
Broadcasting Co., has been named 
program tor of Goodson- 
Todman Productions, New York. 


Kodak Names Struck, Rusin 


George R. Struck has been ap- 
pointed manager of the medical 
sales division of Eastman Kodak 
Co., Rochester, N. Y., and Edward 
Rusin has been named assistant 
manager. Mr. Struck has been as- 
sistant manager of the division 
since 1947, and Mr. Rusin has been 
with the division since early this 
year. 


ree ko . are ANTENA 
THE LETTER SHOP, 


431%. Dearborn St cn 


ton, Ont. 


Z | GB 1 Pea : 


INDUSTRY 


Covers an industry that. is 
‘making ‘its. own brilliant 
future through research ” 


Also Publishers of Beauty Fashion : 


f 
af 


Daily FIV% 
Sunday WO%* 


if * Average net paid 6 months ending March 31, 1950, Daily 193,011, Sunday 222,310 


The Miami Herald. 


JOHN S. KNIGHT, Publisher 


A.S. GRANT, Atlonto 


And here’s a fact your own tallies will prove: 
Sales come bigger and better -- and more 
economically -- when you tell your story in the 
one paper that delivers a/l of this great market 


STORY BROOKS & FINLEY, National Reps. 
Affiliated Stations - WQAM, WQAM-FM 
MIAMI--An International Market 


Ist in Total Advertising Linage in U. S. 


(Jan.- April, 1950) with 9,847,047 lines 


No doubt about it -- the Greater Miami market is 
one of the busiest and growin’est in the nation. And 
no single yardstick reflects this steady upward trend 
more clearly than the amazing growth of The Miami 
Herald, whose circulation has more than doubled 
during the past decade, and whose linage totals 
continue to set new highs each successive year. 
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Bates Joins ‘Pathfinder’; 
MacFarland Names Jones 


Chandler Bates Jr., formerly 
media director of MacFarland, 
Aveyard & Co., Chicago, has re- 
signed from the agency to join the 
Chicago sales staff of Pathfinder. 
MacFarland, Aveyard has appoint- 
ed Conrad Jones as media director 
and ver Stewart as space buyer. 


agency, succeeding H. A. Shutts, 
who will assume new duties with 
the agency upon his return from 
an extended vacation. 


Dodd Joins Bloch Agency 


Gregory E. Dodd, formerly an 
account executive in the Portland, 
Ore., office of Pacific National Ad- 
vertising Agency, has joined Bloch 
Advertising Agency, Portland, in 


Russell W. Keegan has been 
named director of research for the 


the same capacity. 


Keep Your Eyes 


ONE INDUSTRY SPENT IN 
ONE YEAR $16,000,000 
IN THE CHARLESTON AREA 


On Charleston! 


$1,350,000 for Fuel 


investment of $32,600,000! 


THE CHARLESTON PLANT OF THE WEST VIRGINIA PULP AND 
PAPER CO. DURING THE 1949 FISCAL YEAR, ACCORDING 
TO ITS ANNUAL REPORT, SPENT THE FOLLOWING AMOUNTS, 
LARGELY IN THE CHARLESTON AREA: 


$5,420,000 for Purchase of Pulpwood 

$3,400,000 for Wages, Salaries and Employee Benefits 
$3,095,000 for Other Materials, Operating Supplies and Expenses 
$2,900,000 for Plant Additions and Replacements 


$445,000 for State and Local Taxes 


The Charleston Plant, with other assets necessary to support it as a 
going concern, according to the Annual Report, represents a total 


In 1949, according to the 1950 Sales Management Survey of Buy- 
ing Power, Charleston's prosperous 18 County Trading Area showed 
gains of 17,300 in Population, $4,316,000 in Retail Saies, and 
$56,020,000 in Net Effective Buying Income. 


THE CHARLESTON EVENING Post 


— Che News and Courier 
CHARLESTON, SGUTH CAROLINA ~ 


REPRESENTED BY THE JOHN BUDD CO. 


pee e eee ees 


CHICAGO, ILL. 


for the very finest 


pravees(froyporalld 


600 W. VAN BUREN ST. 


* ST. 2-5367 


‘Inside Advertising’ 
Tour Shows Youth 
What Makes It Tick 


New Yorx—‘“As freedom of the 
press is a symbol of political free- 
dom, so advertising is a symbol of 
economic freedom,” Don Francisco, 
vice-president of J. Walter Thomp- 
son Co., told participants in the 
“Inside Advertising” program of 
the Association of Advertising 
Men. 

“It is the promoter of free en- 
terprise, the voice of free com- 
petition, and symbol of free 
choice,” he declared. “It is as dem- 
ocratic, as flexible, as vulnerable, 
and as permanent as the American 
system.” 

Mr. Francisco spoke before a 
group of recent college graduates, 
all members of Alpha Delta Sig- 
ma, national advertising fraternity, 
at the concluding dinner of the 
week-long “Inside Advertising” 
program, which included a tour 
of agencies, publishing companies, 
radio and television stations and 
printing houses, for practical dem- 
onstrations and lectures. 


s Describing advertising as a “vi- 
tal force in our American econ- 
omy,” Mr. Francisco said: “In 
our expanding economy nothing 
happens until something is sold. 
The number of jobs in our pro- 
duction system is determined not 
by management, not by unions, 
but by how much goods can be 
marketed.” 

During the week, tours through 

Einson-Freeman Co. covered point 
of purchase; National Broadcasting 
Co., radio sales; American Broad- 
casting Co., television. Additional 
features of the program included a 
visit to Time, Life and Fortune; 
a tour of Broadway spectaculars 
at the invitation of Douglas Leigh 
Inc.; a visit to Batten, Barton, Dur- 
stine & Osborn; and a tour of New 
Era Letter Co. 
The Sales Executives Club was 
host to the group June 13, when 
Lee H. Bristol, president of Bris- 
tol-Myers Co., was the luncheon 
speaker. 

After defining an educated man 
as a “person who can see and un- 
derstand another man’s view- 
point,” Mr. Bristol told the group 
that, in entering the advertising 
industry, they have dedicated 
themselves entirely to the consid- 
eration of what other people think. 
Mr. Bristol warned that, while 
advertising is “essentially a spend- 
ing operation,” advertisers will ac- 
cept no alibi for reckless expen- 
diture.” His company, he said, “ex- 
pects its agency to earn the agen- 
cy commission.” 


73 CBS Stations to Air Show 


Beginning July 1, “Carnation 
Family Party,” sponsored on Col- 


# 
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The Eye and Ear Department 


ous changes of costume. 
Parks also exhibits a vast 


smoker. 


age display. 


“Stop the Music” on ABC-TV Thursday nights at 8 has had a 
rather interesting evolution. Starting as a pure gimmick show 
with a fabulous jackpot of prizes, it has developed into a rau- 
cous, highly entertaining show—in which the Mystery Melody 
has become secondary as an item of interest. 

Much of the credit for this must go in two directions—tfirst, 
to astute and capable direction and, second, to the remarkable , 
TV personality developed by Bert Parks, who has become a 
sort of Milton Berle, horning into every act and effecting numer- 


which carries well over TV and brings the folks in the living 
room right into the studio festivities. 

Admiral sponsors the first half of “Stop the Music,” Old Gold 
the second half. Admiral seems to get much the better break— 
largely because the prizes given for guessing the melody played 
just before the Mystery Melody are such things as Admiral 
radios and TV sets, Admiral refrigerators, and so forth. Old Gold 
has‘ to split its attention value with other products as prizes— 
plus, of course, a Treasure Chest of Old Golds, which seems in- 
significant in comparison with an Admiral 19-inch-tube TV set. 

As he does on the Ted Mack show, Dennis James gives the 
commercial for Old Gold, sitting in a chair, smoking a cigaret 
(Old Gold, of course) and spouting—in obviously well-rehearsed 
informal fashion—words of wisdom about smoking OGs. For 
some reason, James never quite comes across to this reviewer 
sitting in a chair and being informal. Having become accustomed 
to hearing him berate wrestlers and break match sticks, he 
seems somehow unnaturally ill at ease playing the gentleman 


Old Gold also presents its Dancing Package and Dancing 
Matchbox—which this reviewer (insofar as the former is con- 
cerned, at least) exhibits on the nether end a portion of anatomy 
every bit as attractive as Faye Emerson exhibits on the upper 
end. Good package display, too, incidentally. Very good pack- 


capacity for enjoying himself, 


umbia Pacific Network by Car- 
nation Co., will be heard on 73 


stations of CBS Saturday morn-. 


ings. The show started on 14 
Pacific Network stations last Sep- 
tember. Carnation also sponsors 
the Sunday CBS “Contented Hour” 
series. Erwin, Wasey & Co., Los 
Angeles, is the agency. 


Financial Advertisers Elect 


Mozart Lovelace, Harris Trust & 
Savings Bank, has been elected 
president of the Chicago Financial 
Advertisers Association. Others 
elected are: N. E, Pearson, LaSalle 
National Bank, vice-president; 
Margaret A. Hadley, Illinois Bank- 
ers Association, secretary, and J. 
W. Andrews, Hearst Advertising 
Service, treasurer. 


Gives Early TV Ratings 


Subscribers to Tele-Que, Los 
Angeles television audience anal- 
ysis service, can now secure pre- 
releases of TV show ratings with- 
in seven io following the sam- 
ple week. Complete reports will 
be delivered on the 30th of the 
same month. 


Names Carlson Art Director 
Roland Carlson, formerly with 
the art departments of Batten, 
Barton, Durstine & Osborn and 
Montgomery Ward & Co., Chicago, 


has been appointed art director of 
Tim Morrow Advertising, Chicago. 


O. S. Tyson Appointed 

Patterson-Kelley Co., East 
Stroudsburg, Pa., manufacturer of 
heat exchangers, water heaters 
and other heat transfer equip- 
ment for industrial and commer- 
cial applications, has named O. §. 
Tyson & Co., New York, as adver- 
tising counsel. 


Goebel Signs as TV Sponsor 


Goebel Brewing Co., Detroit, has 
signed to sponsor nine weeks of 
harness racing from Northville 
Downs for telecast on WWJ-TV, 
Detroit, each Wednesday night. 
Brooke, Smith, French & Dorrance 
will handle the account. 


ZA PRESS 


LY 


News items, advertisements from 
U.S. newspapers and magazines. 
BURRELLE’S PRESS CLIPPING BUREAU 


Telephone: 165 Church St., 
BA 7-5371 New York 7 


CLIPPINGS 
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argarine Makers 
Ready to Push 
Untaxed Product 


(Continued from Page 1) 
their own individual brands in an 
attempt to gain consumer accept- 
ance. 

Kraft Foods Co., Chicago (Par- 
kay margarine), will feature a new 
foil wrap and new flat carton with 
a window, in its advertising. No 
additional funds will be budgeted 
for yellow margarine promotion, 
but Kraft will take funds allocated 
for local newspaper advertising 
and use them for margarine ad- 
vertising in magazines. Parkay al- 
so will be plugged in the tag com- 
mercial on the company’s new 
summer radio show, “The Falcon,” 
aired over the National Broadcast- 
ing Co. net every Wednesday 
(7:30-8 p. m., EST). 


s Wilson & Co., Chicago (Certi- 
fied margarine), has scheduled 
newspaper ads in 45 cities in yel- 
low margarine states, to run on 
Thursday and Friday of this week 
and next, to announce the lifting 
of the tax and to promote Wilson’s 
Certified. 

Swift & Co., Chicago (Allsweet 
margarine), is currently using out- 
door in all yellow margarine states, 
proclaiming that after July 1 the 
consumer can buy tax-free All- 
sweet. The company will continue 
to use these posters, changing only 
the wording “after July 1” and 
the illustration, which now shows 


¥ the old carton. 


In addition to its outdoor ad- 
vertising, Swift will furnish point 
of sale material to dealers, and 
will promote Allsweet on its por- 
tion of the “Breakfast Club” ra- 
dio program. 


s Durkee Famous Foods division 
of the Glidden Co., Cleveland 
(Durkee’s margarine), has sched- 
uled a national push for Durkee’s, 
with a four-color bleed page in 
Life on July 10 and other color 
ads in Ladies’ Home Journal and 
Woman’s Day during July. 

In addition, some local news- 
papers in selected markets will be 
used. The Life ad will contain a 
coupon worth 15¢ towards the 
purchase of two pounds of Dur- 
kee’s margarine. 

Jelke division of Lever Bros., 
New York (Good Luck marga- 
rine), is planning a “heavy and 
sustained schedule of large news- 
paper ads and radio spot announce- 
ments to introduce the new prod- 
uct.” The new margarine will re- 
tain the Good Luck brand name. 
It is reported that Jelke will 
promote Good Luck by offering 
purchasers a refund of the pur- 
chase price if they return a por- 
tion of the carton to the company. 


ws Standard Brands Inc., New 
York (Blue Bonnet margarine), 
plans no great increase in its over- 
all margarine advertising, but will 
do some additional newspaper ad- 
vertising on July 1. 

Best Foods Inc., New York (Nu- 
coa), would not make public its 
advertising plans, because the 
company expects a “cat-and-dog 
fight” in the industry, starting 
July 1. However, the company did 
run four pages in the current issue 
of Progressive Grocer, advising re- 
tailers that its new “4-Star Pak” 
would be ready on July 1 “with an 
avalanche of advertising.” 

Best Foods also took two pages 
in Chain Store Age for its an- 
nouncement. 


*Miami Margarine Co., Cincinnati 
(Nu-Maid), is not conducting any 
national advertising at present, but 
will use its local radio spots and 
participation programs in coming 
weeks, plus some local newspaper 


s 


ANNIVERSARY—Ray Foster (facing camera), account executive of Buchanan-Thomas 

Advertising Co., Omaha, is congratulated on his 25th anniversary with the agency 

by Lyman Thomas, partner; Adam Reinemund, radio director; and C. Coe Buchanan, 

partner. Mr. Foster was guest of honor at an agency staff luncheon, when he was 
given an RCA combination radio-television-phonograph set. 


ads, to coincide with the tax-lift- 
ing. The company reportedly is 
readying an all-out premium deal 
on margarine. 


s Armour & Co., Chicago (Clover- 
bloom 99 and Mayflower), plans 
no added promotion for Mayflow- 
er, which is distributed nationally 
but is not nationally advertised, 
but will run special newspaper 
ads for Cloverbloom 99 in Texas 
(the only state in which it sells 
this brand at present), stressing 
the tax-lifting. The company is 
planning to extend the sale of 
Cloverbloom 99 into other southern 
states soon, but would give no 
specific dates. 

Cudahy Corp., Chicago, said that 
it plans no change in its margarine 
advertising and will conduct no 
special drive to coincide with lift- 
ing of the tax. . 


s An innocent victim of the new 
federal legislation is Leo Peters, 
inventor of a thermoplastic bag 
and capsule designed to simplify 
coloring of white margarine. 

With the 10¢ per lb. tax lifted, 
the bag no longer will be needed 
in states where yellow margarine 
can be sold. Several manufactur- 
ers are currently using the bag 
under a licensing agreement with 
the inventor, whereby he reputed- 
ly receives %¢ per lb. of mar- 
garine sold in the bag. 

At least two large manufactur- 
ers—Kraft and Wilson—have an- 
nounced that they will absorb the 
10¢ loss on all tax-stamped mar- 
garine on dealers’ shelves on July 
1. This will enable the dealer to 
sell any stock he happens to be 
caught with at the same price as 
new tax-free stocks. 

It is believed that this move on 
the part of two manufacturers may 
make it necessary for others to fol- 
low suit to retain dealer good will. 

None of the other manufacturers 
would comment on this, however. 


DONALD H. PARKER . 

New YorK—Donald Holman 
Parker, 40, vice-president and 
secretary of Needham & Groh- 
mann, died June 21 at his home 
in Southport, Conn. He had been 
associated with the agency since 
1938. 


THOMAS J. SMITH 

PHILADELPHIA—Thomas J. Smith, 
account executive of Aitkin-Kynett 
Co., and former advertising mana- 
ger of the old Philadelphia Re- 
cord, died here last week. 

Born in this city, he joined the 
advertising staff of the Record in 
1935, and was named manager of 
the department in 1939. After the 
Record stopped publication in 
1947, Mr. Smith entered the agency 
field. 


TBA Polls Stations 

Television Broadcasters Associa- 
tion, New York, is circularizing all 
the country’s TV stations to deter- 
mine the types of public service 
program material they can use. 
The five-page questionnaire seeks 
specific questions on their needs 
for film packages, live shows, 
slides, etc. 


Murray Corp. Sets 
First National Push 


for Home Appliances 


ScrRANTON, Pa.—Murray Corp. of 
America’s home appliance division, 
a newcomer to the appliance field, 
has announced its first nation- 
wide consumer magazine cam- 
paign to promote gas and electric 
ranges, matched steel kitchens, 
bathtubs, lavatories and sinks. 

General advertising of the com- 
plete Murray line will consist of 
color pages and some color spreads 
in American Home, Better Homes 
& Gardens, Collier’s, Good House- 
keeping, House Beautiful, House & 
Garden, Ladies’ Home Journal, 
Small Homes Guide and The Sat- 
urday Evening Post. Ads will start 
during the last week of August and 
will run through December, and 
the company plans a similar full- 
scale program during 1951. 

A separate campaign for electric 
and gas ranges will be conducted 
in Collier’s and the SEP during 
the same period, while another 
drive concentrating on the plumb- 
ing line will consist of several 
color pages in the SEP. 


= A campaign directed at the 
building trade also will start this 
fall, with ads scheduled in both 
architectural and building trade 
publications. Murray currently is 
running page color ads in all 
plumbing publications. 

In addition to its national cam- 
paign, the company will continue 
to conduct concentrated local 
drives in areas where it names a 
distributor. These campaigns last 
seven weeks and are designed to 
build product identification and 
aid the distributor. 

Point of sale material will be 
furnished to dealers and the com- 
pany plans to do both factory- 
backed and cooperative local ad- 
vertising. 

Murray Corp. entered the home 
appliance field at the start of this 
year, after almost 25 years of mak- 
ing parts for automobiles and some 
2,000,000 home appliances, none 
of which were marketed under the 
company’s name. 

Cunningham & Walsh, New 
York, is the agency. 


Seattle School Board 
Cancels KING Contract 

The Seattle School Board voted 
June 16 to cancel a controversial 
contract with Station KING, Seat- 
tle, which gave the station exclu- 
sive radio and TV rights to all 
Seattle high school games during 
the 1950-51 season. The price spe- 
cified in the contract had been 
$2,500 (AA, June 19). 

The station offered to release the 
school board from its contract after 
a court protest was filed by Bruce 
Bartley, attorney for the Washing- 
ton Association of Broadcasters. 


‘Journal Star’ Ups Summers 
Orville C. Summers, assistant 
national advertising manager of 
the Journal Star, Peoria, Ill., has 
been appointed national adver- 
tising manager of the newspaper, 
succeeding the late Roy A. Pratt. 
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ANA Demands Magazine Audience 
Figures and Audit of ‘Free’ Copies 


(Continued from Page 1) 
that the ANA “does not look with 
favor on any developments that 
would jeopardize the continued re- 
liability and acceptance of Audit 
Bureau of Circulations data, or that 
would tend to substitute other 
measures for audited circulation 
figures,” it points out that no 
harmful results could follow from 
adoption of the two principal pro- 
cedures about which there is cur- 
rent controversy, namely, (1) the 
analysis of unpaid circulation of 
business publications, and (2) 
studies of magazine audiences pro- 
posed within the framework of 
the Advertising Research Founda- 
tion. 

On the auditing of unpaid or 
“free” circulation the statement 
says: “In the field of business 
publications advertisers are faced 
with the practical problem of se- 
lecting among media, some of 
whose publishers have found it 
good business practice to include 
in their circulations a greater or 
lesser proportion of copies that are 
not charged for. 

“It is doubly important, there- 
fore, to advertisers to know the 
types of individuals to whom the 
free copies are sent—separated in- 
to such classes as industry or trade, 
size of company, location, depart- 
ment, and title—as contrasted with 
knowing merely that these copies 
are sent without charge.” 


a Mr. West, in commenting on this 
section of the statement, pointed 
out that advertisers are not given 
this information. The ABC admits 
business papers to membership if 
50% or more of their circulation 
is “paid” and presents occupational 
breakdowns of that portion only. 
On the other hand the Controlled 
Circulation Audit, formed to audit 
publications ineligible for ABC, 
analyzes the entire circulation of 
its member publications on an oc- 
cupational basis, but it has so far 
not drawn any distinction in its 
reports between the “paid” and 
the “free”. portions. [ABC direc- 
tors for some time have been dis- 
cussing the possibility of raising 
the percentage of paid to a mini- 
mum of 70%.] 

The ANA statement declares that 
“advertisers need the same classi- 
fications from both auditing organ- 
izations, namely, a breakdown be- 
tween ‘free’ and ‘paid’ circulations, 
and an analysis of each type of 
recipient.” 

Payment for a publication, the 
ANA points out, “is a question of 
degree. The auditing procedures 
of the ABC...sanction the count- 
ing of circulation which is obtain- 
ed at less than ‘list’ prices, through 
outright price reductions, pre- 
miums, or other means. In these 
cases, no less than in the case of 
circulation that is completely with- 
out charge, the advertiser must at- 
tempt to assess relative advertising 
values as compared with copies 
that are paid for at full prices.” 


gw On the subject of magazine au- 
dience research, the ANA urges 
wider use of “unbiased studies of 
the characteristics of magazine au- 
diences, made by the most accept- 


able techniques now available.” 

Such audience information, it 
says, “far from replacing audited 
circulation figures, will supplement 
them and render them increasingly 
valuable. Circulation data provide 
a positive measure of the number 
of copies of a magazine that are 
distributed to readers. They do not, 
however, reveal any facts with 
regard to the kind of people who 
read the publication. It is only 
through surveys of the reading 
public that information can be ob- 
tained on such important break- 
downs in the composition of mag- 
azine audiences as sex, age, and in- 
come. It is only when they have 
this information that advertisers 
can be informed, for such use as 
their judgment dictates, of the ex- 
tent to which the readers of a 
given publication duplicate those 
of others.” 


s Misuse of such data for competi- 
tive purposes, the ANA statement 
Says, is groundless, as buyers of 
advertising will not abdicate their 
responsibility to be aware. 

The ANA board’s “Statement of 
Policy with Respect to Circulation 
Audits & Analysis, and Readership 
Research” was first suggested in 
a talk made by Thomas H. Young, 
director of advertising, U. S. Rub- 
ber Co., at the ANA spring meet- 
dl oe — member of the ABC 

oard and a past cha 

pry Pp irman of 
Copies of the statement are be- 
ing sent to all groups and indivi- 
duals concerned. The boards of di- 
rectors of the following organiza- 
tions have been asked to express 
their reactions: Audit Bureau of 
Circulations; Controlled Circula- 
tion Audit; American Association 
of Advertising Agencies; Associated 
Business Publications; National 
Business Publications; National In- 
dustrial Advertisers Association. 

Copies also are being sent to 
the National Association of Mag- 
azine Publishers; Magazine Ad- 
vertising Bureau; American News- 
paper Publishers Association Bu- 
reau of Advertising; Newspaper 
Advertising Executives Associa- 
tion; American Association of 
Newspaper Representatives, as 
well as to the publishers of many 
consumer magazines, 


Taylor Succeeds Laux As 
‘Sports Afield’ Publisher 


W. F. Taylor, president of Sports 
Afield Publishing Co., Minneapo- 
lis, has taken over as publisher 
with the resignation last week of 
David N. Laux. 

Mr. Taylor was publisher of 
Sports Afield until last January, 
when Mr. Laux was moved up to 
that position after serving as ex- 
ecutive vice-president in New 
York. Mr. Laux served with Ruth- 
rauff & Ryan before joining Sports 
Afield in October, 1945. 


Rice Crispies To Burnett 


Kellogg Co., Battle Creek, Mich., 
has transferred its Rice Crispies 
account to Leo Burnett Co. from 
Kenyon & Eckhardt. The latter 
handles U. S. advertising of all 
Kellogg products except Corn Soya 


and the new Corn Pops, handled 
by Burnett. 


National Nielsen Television Index 


Weeks of May 1-7 and 8-14, 1950 


All figures copyright 


by A. C. Nielsen Co. 


Audience Delivered Program Popularity 
Homes omes 
Rank Program (000) | Rank Program (%) 
1 Texaco Star CRBS) .ccccccecs 3,428 | 1 Texaco Star Theater (NBC) ...........- 69.4 
2 Toast of the Town (CBS, Lincoln-Mercury) 2,172 | 2 Godfrey’s Talent Scouts (CBS, Lipton) ...55.0 


3 Godfrey & Friends (CBS, Chesterfields) .2,066 
4 Philco TV Playhouse (NBC) 


5 Godfrey's Talent Scouts (CBS, Lipton) ..1,945 
6 Martin Kane (NBC, U. S. Tobacco) ....1,913 
7 Stop the Music (ABC, Old Gold) ....... 1,719 
8 Lone Ranger (ABC, General Mills) ...... 1,664 
9 Fireside Theater (NBC, P&G) ......... 647 
10 Lights Out (NBC, Admiral) .......... 1,624 


3 Toast of the Town (CBS, Lincoln-Mercury) 48.6 


066 | 4 Hopalong Cassidy (ABC, General Foods) . .43.7 


5 Stop the Music (ABC, Old Gold) ....... 42.1 
6 Fireside Theater (NBC, P&G) .......... 42.1 
7 Godfrey & Friends (CBS, Chesterfields) ..41.5 
8 Philco TV Playhouse (NBC) ........... 40.5 
9 Martin Kane (NBC, U. S. Tobacco) ....40.3 
10 Lights Out (NBC, Admiral)............ 40.3 
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PI Deals Wane, 
Survey of Radio 
Industry Shows 


(Continued from Page 1) 

for choice time. We got the fringe 
time, the hours that were hard 
to sell. In some instances we found 
an item that pulled 1,000 orders 
weekly on a PI offer late at night 
doubled or tripled when adver- 
tised at a better time.” 

In one extreme case an offer 
made during one hour of Class A 
time—paid for, incidentally, at the 
card rate—sold more goods than 
30 hours of PI pitching in the wee 
hours when most people are home 
in bed or out on the town. 


ws Currently Mail Order Network 
is unusually busy with three un- 
seasonal hits. Plenty of radio list- 
eners are said to be sitting down 
and writing orders for watches 
(Helbros, Bulova and Gotham), 
Carl Shelton’s recording of “Be- 
yond the Sunset,” and a camera 
that takes an “instant photo.” 
The stations get their usual time 
rates for this business. Watches 
are obtained from the local dealers, 
not from the manufacturers. 
Although “PI is becoming a 
minor part of the mail order busi- 
ness,” Mr. Kaye reports that he 
is still merchandising some prod- 


OW. Jima Magy: . 


8IGGEST RAD/O 
1M THE U.S. TOOAY! 


I-MINUTE SPOTS ON 
50,000 WATTS 


WNOE- NEW ORLEANS 
OMY SIZE) 


EACH \ RATE 


established Local Shows!.. Programs! 
Sports! Mutual Co-ops! (1060 ON YOUR DIAL) 


5 YEARS OF Suc FUL SERVICE TO abyERtee 


WNOE() 


NATIONAL REPRESENTATIVES 
og RA~TEL 
" 420 LEXINGTON AVE., N.Y.C. 


ucts on that basis.on a skeleton 
lineup of stations, including WGN, 
Chicago. He will discontinue em- 
phasis on this phase of his busi- 
ness, but will continue it as a part 
of his all-night programming serv- 
ice in the fall. 

Chicago pitchman for the net- 
work is Erv Victor, who doubled 
over WOR until the key Mutual 
station withdrew from the mail 
order organization a few weeks 
ago. His hillbilly program was re- 
placed on WOR by a session of 
more sophisticated music and chat- 
ter featuring George Hogan, an 
announcer turned disc jockey. His 
sponsors—all at regular rates, of 
course—are Headquarters Restaur- 
ant, from which the show origin- 
ates, Florida Air Coach, Chateau 
Martin wine, Prior beer and Hobby 
of the Month Club, all through Ar- 
thur Rosenberg Co. 

WOR, which this spring reported 
that mail order merchandising 
seemed to be paying off, indicated 
that its mail returns “began to 
peter out with the coming of sum- 
mer.” 


s Another indication of per in- 
quiry’s diminishing role in broad- 
casting is the attitude of the major 
advertising agencies specializing in 
radio mail order. Huber Hoge & 
Sons and Thwing & Altman, for 
example, have long since eschewed 
PI in favor of outright purchases 
of time. 

Leading advertising agencies in 
this field are still approached, 
however, with PI offers by sta- 
tions whose pulling power has 
not been proved or who have big 
gaps in their schedules. In such 
cases, if the proposition looks good 
for the client, the agencies say yes, 
but this is a minute percentage of 
their total billings. 

Broadcast Advertising Bureau, 
which is a good sounding board 
for the gripes of station operators, 
has had relatively few complaints 
against time bargain seekers late- 
ly. Occasionally, stations forward 
a letter with some sort of PI offer 
and ask the bureau to remind the 
sender of radio’s attitudes in such 
matters. 

Some stations were miffed by a 
recent Radio Values letter, signed 
by J. James Neale, D-F-S vice- 
president. It suggested that they 
“review the attached order form 
[for PI advertising] and write... 
as quickly as possible.” Coming 
from an executive of the No. 1 


ANDREA AIDS—Looking over promotion material at a press showing of 1951 Andrea 

television sets are (left to right) Frank Beckert, production manager, and Paul de 

Guzman, president of Royal & de Guzman, Andrea’s agency, and Lynn Eaton, gen- 
eral manager of Andrea Radio Corp., Long Island City. 


radio advertising agency, this 
caused a bit more consternation 
than it otherwise might have 
caused. 


s Maurice Mitchell, BAB director, 
attributes the decline of PI opera- 
tors’ stock in radio circles to the 
fact that a number of stations got 
“badly burned” on one offer or 
another. 

The most notorious example of 
this was the now-famous balloon 
animals which brought thousands 
of protests from buyers, who found 
them less impressive than an- 
nouncers’ blurbs about them. To 
keep from jeopardizing listener 
good will, one New York station 
made refunds out of its own pock- 
et. 

Then there was the case of a 
“bargain” lighter offered to radio 
audiences for $1.98. Neither sta- 
tions nor buyers were very happy 
when they found the same lighter 
could be bought in most dime 
stores for a few pennies. 

Most free-time operators either 
become legitimate companies func- 
tioning on a card rate basis or go 
out of business, according to T. 
F. Flanagan, managing director of 
the National Association of Radio 
Station Representatives. 

“The laws of economics account 
for their fall,” he said. “Their 
credit is shaky, their capitaliza- 
tion is bad, their prices are exces- 
sive and their merchandise is 


poor.” ' 


s Donald Withycomb, -who started 
Direct Radio Sales, another PI 
organization, about a year ago, re- 
ports that his operation is in the 
process of reorganization. He de- 
clined to say what changes are 
being made in the setup, nor would 
he make a statement as to the 
number of stations carrying his 
products. 

Among all the persons contacted 
by AA there was one dissenting 
voice. The head of one of the top 
mail order agencies, which is very 
bullish toward TV, predicted that 
radio will be more susceptible than 
ever to off-key-card deals this 
fall. 

His reasons are that this spring 
was not a good mail order season 
in AM, and that video will be cut- 
ting more and more into the mar- 
ket by fall. 


McGraw Promotes Smith 


Ralph B. Smith, formerly edi- 
tor of Business Week, has been ap- 
pointed editorial director, publi- 
cations division, of McGraw-Hill 
Publishing Co., New York. Mr 
Smith, with McGraw-Hill for 21 
years, served as editor of Business 
Week for 12 years, and more re- 
cently was editorial assistant to 
the senior vice-president of the 
publications division. 


CLYDE P. SCOTT . 

Los ANGELES—Clyde Purcell 
Scott, 48, general manager of sta- 
tions KECA and KECA-TV here, 
died of a heart attack in Hollywood 
on June 13. 

Mr. Scott was an account ex- 
ecutive and radio producer for 
the Dan B. Miner Co. agency here 
from 1923 to 1938, when he joined 
stations KFI-KECA, then owned 
by E. C. Anthony. He became gen- 
eral manager of KECA when it 
was purchased by the American 
Broadcasting Co. in 1944, and 
served in the same capacity for 
KECA-TV when it started operat- 
ing in 1949. 


ROBERT SKINNER 

Cuicaco—Robert Skinner, 31, 
advertising salesman for Family 
Circle since January, was killed 
June 20 in an automobile accident 
near Cedar Rapids. Prior to being 
with Family Circle, he held a simi- 
lar position with Chain Store Age 
for four and one-half years. He 
was with the Chicago Tribune and 
Evans Associates Co. here before 
the war. 


O. J. SCHULZ 
MOo.LineE, Itt.—O. J. Schulz, 54, 
assistant general sales manager of 
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Deere & Co., died June 20 in @ 
hospital here of a heart attack. He 
had been with the farm equipment 
company for 38 years. 


L. J. VAN LAEYS 

WitkKes-Barre, Pa.—L. J. Van 
Laeys, 63, died June 20 at his 
home. He was vice-president and 
general manager of the Wilkes- 
Barre Publishing Co. 

Mr. Van Laeys formerly held ex- 
ecutive positions on the Houston 
Chronicle and Houston Post. He 
also had been general manager of 
the McKinley Publishing Co., Kan- 
sas City, Mo., and business man- 
ager of the Wilkes-Barre Record, 


FRED E. ERICKSEN 
MILWAUKEE—Fred E. Ericksen, 
64, advertising manager of the 
Electric Co., died June 17. He 
joined the Electric Co. in 1924, 
organized its advertising depart- 
ment and was its manager until 
his death. He was a past presi- 
dent of the Milwaukee Advertising 
Club and served for five terms as 
chairman of the advertising and 
publicity committee of the Wis- 
consin Utilities Association. 


WESLEY E. CARTER 

Manuasset, N. Y.—Wesley E. 
Carter, 41, editor of Linotype News 
and director of public relations for 
the Mergenthaler Linotype Co., 
died June 17. 


CHARLES H. CARSON 

LEXINGTON, Va.—Charles H. Car- 
son, 55, of Roanoke, who was ad- 
vertising director of the Roanoke 
Times and Times-World from 1933 
to 1945, died of a heart attack here 
June 13. 

Mr. Carson continued to write 
for various national publications 
after his retirement in 1945. 


Wexler Leaves Koret 

Beverley Wexler, for the past 
two years assistant to Al Citron, 
director of advertising and publi- 
city of Koret of California, has re- 
signed. No successor has been 
named. 
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Along the Media Path 


e The Winnipeg Tribune did yeo- 
man service for the Manitoba Flood 
Relief Fund in publishing its pic- 
torial flood edition on May 18, a 
16-page special containing more 
than 130 pictures of the flood area. 

The Tribune absorbed all ex- 
penses connected with producing 
the edition, and secured the co- 
operation of news dealers and 
other selling agencies—all of which 
handled the edition without profit 
to themselves. The T. Eaton Co. 
Ltd. and Hudson’s Bay Co. sold 
thousands of copies through stores 
in 22 Canadian cities. 

In addition, both Trans-Canada 
Airlines and Canadian Pacific Air- 
lines shared in the effort by trans- 
porting thousands of copies by air 
at no cost to the Tribune. And 
radio stations throughout Canada 
aired plugs for the special issue 
which was priced at 25¢ (30¢ 
where mailing was required). All 
proceeds were turned over to the 
flood relief fund. 

The Winnipeg Free Press also 
published a special 40-page tabloid 
edition to aid the relief fund on 
May 27. 


e The Houston Post is planning a 
gala television show and exhibit 
for July 3, 4 and 5 to celebrate 
the paper’s entry into television. 
Station KLEE-TV, which has been 
housed in a Quonset building since 
its first telecast on Dec. 3, 1948, 
will become Station KPRC-TV. 
The change in call letters marks 
a transfer of ownership of the 
station from W. Albert Lee, Hous- 
ton hotel man, to the Post. The 
ceremonies also will celebrate the 
25th anniversary of the newspa- 
per’s AM affiliate, Station KPRC. 


e Amateur swimming stars of ten 
western states will converge on 
San Francisco July 14-16 for the 
14th annual Far Western Swim- 
ming & Diving Championships, 
staged under the auspices of the 
San Francisco Examiner. 


e An elaborate, 34-page booklet 
has been issued by Rock Products, 
on its editorial service and 
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achievements. The ‘booklet lists 
the current problems facing the 
industry and also contains the “ev- 
idence of what Rock Products has 
done about these problems.” 


e@ Twelve full-page ads are run- 
ning in the Omaha World-Herald 
on a twice-a-week basis arguing 
that “unless some way is found to 
stop the spendthrift habits and 
the squandering of the people’s 
money by the administration, we 
will all be facing bankruptcy or in- 
flation followed by depression.” 
The series is sponsored by the 
Nebraska Small Business Men’s 
Association. Mats of the series are 
available from the World-Herald 
for $75. 


e Executives of 21 eastern adver- 
tising agencies made a four-day 
survey of the Bay Area early in 
June as guests of the San Fran- 
cisco Chronicle. The newspaper’s 
guests, which included eight east- 
ern representatives of Sawyer- 
Ferguson-Walker Co., visited retail 
stores in the area, met local agen- 
cy executives, publishers’ repre- 
sentatives and retail advertising 
executives. 


e TV Guide, New York, has issued 
a new readership survey of the 
living and buying habits of its 
readers. The study of its New York 
area subscribers shows, for ex- 
ample, that the largest viewing 
audience is tuned in on Monday 
nights, with Tuesday and Satur- 
day evenings as second and third 
respectively. 


e@ Reprints of the Chain Store Age 
grocery edition’s merchandising 
calendar, originally published in 
the publication’s January issue, 
now are available on heavy stock, 
36x24”, without charge. The cal- 
endar shows merchandise items 
featured each week in 1949 by 
11 leading chains throughout the 
country; an analysis of the most 
important items featured each 
month; merchandising themes used 
in advertising and percentages of 
each type product sold, with profit 
margins. 

The Chain Store Age drug edi- 
tions will have a similar drug 
merchandising calendar available 
about July 1. Various items fea- 
tured; special seasonal and other 
events on which drug chains will 
base their promotional activities, 
and the percentages of chain drug 


sales by departments, with 1949 
sales volume in each department, 
will be included. 

In addition, the drug editions 
have just issued a new annual 
study showing the number of drug 
chains and stores operated; es- 
timated 1949 chain drug sales; 
and the buying setups of the 
chains. 

And the Chain Store Age vari- 
ety editions also are preparing 
a data compilation in map form, 
showing the number of variety 
chains; 1949 sales of 11 major 
chains; total sales of the chain 
store variety field, etc. Distribu- 
tion will begin about July 1. 


e On July 6, the Chicago Tribune 
will celebrate the 25th anniver- 
sary of the opening of Tribune 
Tower. The famed Gothic sky- 
scraper on Michigan Ave. was de- 
signed by John Mead Howells and 
Raymond M. Hood, New York 
architects. Their design was one 
of 285 submitted in the newspa- 
per’s $100,000 international com- 
petition to select a design for the 
Tribune’s new building. 


e About 750 liquor stores through- 
out the U. S. are scheduled to tie 
in with Esquire’s special August 
issue supplement, the “Esquire 
Drink Digest.” About 500 of the 
stores outside New York will re- 
ceive full-color blow-ups of a 
spread on “specialties of the house” 
of leading restaurants and hotels 
and a choice of reprints of any 
six alcoholic beverage ads in the 
issue. New York state liquor re- 
tailers also will receive a promo- 
tion kit, which is geared to the 
state’s liquor laws. 


e@ On June 5, the largest “Auto- 
motive News Almanac” in its 25- 
year history was issued in De- 
troit. The almanac, published by 
Slocum Publishing Co., is decked 
out in a silver cover to celebrate 
the anniversary. It contains a 
summarized history of the past 
quarter century, plus detailed sta- 
tistical data, charts, price trend 
information, service and _ sales 
specifications and similar automo- 
tive information. 


e Howell Furniture Co. of Louis- 
ville is convinced that radio ad- 
vertising is effective. Ten years 
ago, when Howell’s bought its first 
time on Station WAVE, the com- 
pany had four employes and a 
store on a side street. Today, after 
ten years of using WAVE as its 
only ad medium, the company has 
two stores in downtown Louis- 
ville and one in New Albany, Ind. 
—and more than 80 employes. 

To celebrate the tenth anniver- 
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so faithfully reproduced that they are accepted as actual photographs. 
The cost of VITAPRINTS is far less than that of photographs. THEY ALSO 
MAKE IDEAL DISPLAYS—in black and white or full color. 


We will be pleased to send samples on request. 


THE VITAPRINT PROCESS CORP. 
2336 SOUTH WABASH AVE. 


CHICAGO 16 


sary of its first program, Howell’s 
featured a sale and $1,500 in 
prizes. And WAVE, which carries 
1% hours daily for Howell’s, pre- 
pared a special anniversary pro- 
gram as a tribute. 


e@ Look carries a full-color editor- 
ial spread in its July 4 issue head- 
ed: “Americans depend more and 
more on the modern drug store for 
summer health and fun.” 

More than 700 drug stores across 
the country have decided to tie in 
with the comprehensive merchan- 
dising plan that the publication is 
using to back the editorial mate- 
rial. Kits supplied to the stores 
without charge contain full-color 
counter displays, posters, stream- 
ers and other selling aids. 


e The Journal, Portland, Ore., has 
changed the size of the base of the 
type used in the body of news 
columns. News previously was set 
in 7%-point Corona on an 8%- 
point slug. It is now being set in 
7%-point on a 9-point base. 


Circulation Group Elects 


Lloyd Fennell, circulation man- 
ager of the Herald, Austin, Minn., 
has been elected president of 
Northern States Circulation Man- 
agers Association. Other officers 
are: Norman Doman, Minneapolis 
Star and Tribune, vice-president, 
and Walter Schaefer, Eagle Star, 
Marinette, Wis., secretary-treas- 
urer. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


illion American Reve 
i billion dollars CY > a f., 
food, drinks, il re or 
products to sell, reach this big! wigan 
Ts 
News- 


the Ne 
oe te tate son 


Inc.» 545 Fifth Ave., N. Y., can 
iow 3 you how advertising in in these 
publications reap big markets and 
profits! Write us today. 
NOTE We now have facts compiled by the 
: +)" Co. of America on brand 
jegroes from coast to coast. 
information. 


rite now K, theres free | 


oF 
INCREASE YOUR SALES 
in the $400,000,000.00 
Norfolk Metropolitan Market 
with WTAR and WTAR-TV 


Sales Management says the Norfolk Metropolitan Market—Norfolk, 
Portsmouth, Newport News, Virginia—racked up $442,721,000.00* 
in retail sales in ‘49. Did you get your share? You can with WTAR 


and WTAR-TV. 


WTAR delivers more listeners-per-dollar than any other combina- 
tion of local stations. Hooperatings show that most of the people in 
the Norfolk Metropolitan Market listen most of the time to WTAR. 


WTAR-TV, on the air since April 2nd, is the first and only tele- 
vision service in this largest Virginia Market. An inter-connected 
NBC, CBS and ABC Television affiliate, plus outstanding local 
programming with RCA Mobile Unit and the modern facilities of 
a new $500,000.00 Radio and Television Center. 


Mate the mighty potential of the big, eager, and able-to-buy 
Norfolk Metropolitan Market with the dominant selling power of 
WTAR and WTAR-TV and your sales will soar. Ask your Petry 


office, or write us for proof. 


WTAR-TV 


CHANNEL 4 


Norfolk, Virginia 


*Sales Management Survey of Buying Power, 1950 


NBC Affiliate 


5,000 Watts Day and Night — AM 
Inter-Connected NBC, CBS and ABC Affiliate-TV 


Nationally Represented by 
EDWARD PETRY & CO., Inc, 
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OF LONG LIFE’ 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGH CO. 


900 Actes aren, comer 


a 


Lyon Gets Eagle Account 

S. Duane Lyon Inc., New York, 
has been named to handle the ad- 
vertising of the Eagle Roll Stamp- 
ing Co., Brooklyn, manufacturer 
of cocktail picks, steak markers 
and assorted stirrers. Trade pub- 
lications will be used. Eagle is a 
new advertiser. 


1. high buying 

power 

Concentration of buying 
power in this major Central 
New England Market of more 
than half a million people 
builds a yearly retail sales 
volume of $423,296,000 — 
$133,812,000 of it for food 
alone, $10,134,000 for drugs, 
and $21,009,000 for furniture 
— household — radio. In the 
center of this ever-buying 
area, the average Worcester 
family has an Effective Buy- 
ing Income of $5,253, 17% 
above the national average, 
a market well worth culti- 
vating. 


2. intensive 
newspaper 
coverage 


And this is the twin that 
does your market cultivating 
for you—the Telegram- 
Gazette, total daily circula- 
tion of over 148,000 to cover 
the 151,900 families in the 
area. Add to it the Sunday 
Telegram circulation of more 
than 100,000. Over 200 
communities form this self- 
contained, compact market, 
covered with a thoroughness 
equaled by few newspapers 
in markets of equal size .. . 
and few newspapers boast 
such an intense readership 
and extraordinary responsive- 
ness. 


Source: Copyright 1950 Sales Management Survey 
of Buying Power; further reproduction not licensed. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACH USETT 
GEORGE F BOOTH PubGsher- a 


ia & SCHMITT, INC., NATIONAL REPRESEN 


OWNERS of RADIO STATION WTAG 


\ EXCELLO PRESS is... 


Excello delivers quality printed 
sales messages on schedule and priced 
competitively to give you a better printing job at a 


sd aad wy te 


lower cost and still 
impact of quality. 


growth— send for a 
today! 


400 NORTH HOMAN AVENUE 


Kaup Sales ew the ar 
cal 7 


wii 


*If you haven't received your 
copy of the Excello story of 


xXCELLO PRESS wc. 


LITHOGRAPHERS + PRINTERS 
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printers in the Midwest 


deliver the 


free copy 
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KC Chapter Asks NIAA to Broaden Service, 
Evaluate Worth of Members’ Ads 


Kansas City, Mo.—A doubling 
of dues and a vast expansion of 
service to members is urged upon 
the National Industrial Advertis- 
ers Association in a printed folder 
which the Kansas City chapter of 
the association mailed to members 
throughout the U. S. last week on 
the eve of the NIAA annual con- 
ference in Los Angeles. 

Included in the new service 
would be a unique “ad evaluation” 
service for members. 

The Kansas City chapter wants 
NIAA to increase its dues $10 per 
year per member (doubling the 
present dues), plus the inaugura- 
tion of sustaining memberships at 
$100 a year for companies, pub- 
lishers, printers and other sup- 
pliers. 

For this increase in outlay, the 
Kansas City chapter says, NIAA 
can: 


= 1. Operate a research staff in 
the headquarters office “charged 
with the responsibility of conduct- 
ing worth while research projects 
in the field of industrial advertis- 
ing.” 

2. Establish a technical research 
reference repository of books, 
magazines, market and industrial 
data and media data, as well as “a 
current advertising experience 
file’ supervised by a trained li- 
brarian. 

3. Operate “a full time adver- 
tising evaluation staff in the head- 
quarters office, available jto every 
NIAA member.” 

4. Add a full time employe to 
headquarters to work on getting 
new members and new chapters. 

5. Develop an employment 
clearing house. 

6. Add a full time program di- 
rector “who would coordinate 
chapter programming and act as 
liaison with national organizations 
to provide NIAA member speakers 
for these organizations’ meetings.” 


= In addition, the chapter wants 
NIAA to provide college scholar- 
ships to worthy students in the 
field of advertising, and to develop 
a graduate study program in in- 
dustrial marketing, industrial ad- 
vertising, and the economics of ad- 
vertising, in cooperation with col- 
leges offering masters’ or doctors’ 
degrees in advertising. 

The new dues structure would 
raise income the first year, says 
the Kansas City chapter, from the 
$47,100 budgeted for the present 
fiscal year to “a minimum” of 
$130,000, and would enable the 
association to have 16 employes 
in the headquarters office. 


@ The explanation of the “ad 
evaluation department,” a new 
idea in the operation of an ad- 
vertising association headquarters, 
is especially interesting. 

“All members at some time or 
other come up against the ques- 
tion of what constitutes a good 
ad,” says the booklet. “The adver- 
tising any member has recom- 
mended may be questioned by his 
president, sales manager, manu- 
facturer’s representative, dealer or 
distributor. The member has no 
place to turn within NIAA for an 
authoritative answer.” 

The ad evaluation department, 
therefore, would “provide a set of 
current NIAA standards of values 
by which advertising campaigns 
could be measured; an indepen- 
dent evaluation or court of appeal 
for authoritative judgment of a 
campaign.” It would also “secure 
and catalog results of current ad- 
vertising campaigns in strict con- 
fidence,” with the information to 
be used only by the staff in re- 
viewing the current standards of 
value. 


es Here’s how it would work: 


“The department would first es- 


tablish a standard of values for 
industrial advertising that would 
be furnished to each member. A 
continuing study of these stand- 
ards would be made and as trends 
were noted which would change 
the evaluation of campaigns, these 
changes would be furnished. The 
department would make impartial 
appraisals of campaigns submitted 
by members. When a work ex- 
perience has been developed, it 
might be necessary to put a limit 
on the number of campaigns eval- 
uated without cost for any one 
member.” 

The ad evaluation department 
would be headed by “a competent 
advertising man who has had copy 
and production experience,” with 
a staff composed of copy and pro- 
duction personnel as well as “re- 
cent college graduates with de- 
grees in advertising.” 


Electrical Jobbers 
Demand Local Rates 
on Cooperative Ads 


ATLANTIC City—The National 
Association of Electrical Distri- 
butors, in convention here June 12- 
16, called on newspapers to grant 
local advertising rates when na- 
tionally advertised merchandise 
appears in cooperative advertise- 
ments that list local electrical deal- 
ers. 

The action follows close on’ the 
heels of the demand of the Na- 
tional Automobile Dealers As- 
sociation for local rates on dealers’ 
newspaper ads (AA, June 5). The 
matter of local vs. national rates is 
expected to come up for discussion 
at the Newspaper Advertising Ex- 
ecutives Association meeting in 
New York this week. 

In a resolution approved by the 
association, it was pointed out that 
national and regional retail chain 
organizations are charged the lo- 
cal rate. 

“Such disparate treatment con- 
stitutes an unjustifiable dis- 
crimination against the local elec- 
trical dealers who appeal, through 
their cooperative newspaper ad- 
vertisements, to the same local 
consumer market,” the measure 
said. 

It condemned the practice as 
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“uneconomic and discriminatory,” 
declaring that local electrical ap- 
pliance dealers and distributors 
are charged national rates “for 
purely local cooperative newspaper 
advertisements published solely 
for appealing to local consumer 
markets.” 


4 Titles Added by 
Harvey; Guarantee, 
Rates to Increase 


New YorK—Four new titles will 
be added by the Harvey Comics 
Group in September. Also, effec. 
tive with its January-February is- 
sues, it will increase its circula- 
tion guarantee from 4,000,000 to 
5,500,000 and its basic group page 
rate from $4,000 to $5,500. Back 
covers will be increased from $5,- 
500 to $7,500. 

Family Funnies, a 36-page 
monthly comics magazine, first of 
the new Harvey books, will be on 
the newsstands July 1, although it 
will carry a September dateline. 

The other three of the group’s 
new publications will all be bi- 
monthlies. They are: Chick 
Young’s Dagwood Comics, Flash 
Gordon Science Feature Comics, 
and Boy’s Ranch, which will tell 
the story of a boys’ town in Civil 
War days and feature woodcraft 
lore and various self-help outdoor 
information. 

With the addition of the four 
new titles, the Harvey Comics 
Group will now include 15 publi- 
cations, Alfred Harvey, president, 
told AA. While the new circulation 
will become effective in Septem- 


ber, Mr. Harvey said, advertisers 


will receive the benefit of the old 
rate until the first of the year. The 
rate applies to the entire group of 
Harvey publications. 


Barrows to Gamble-Skogmo 


Arthur S. Barrows, former pres- 
ident of Sears, Roebuck & Co., has 
joined the executive staff of Gam- 
ble-Skogmo Inc., Minneapolis, as 
fulltime consultant in merchandis- 
ing and operations. 


Fa) z 


Assignments covered trom coast to coast fot 
purposes. 


advertising, editorial and research 


Sikes Write for booklet 
S PHOTO-REPORTING SER' 
38 PARK PLACE, NEWARK 2 nd 


Only the Rockford Newspapers can 


cover this prosperous 13 county market 


An area abounding in agricultural richness... in extra- 
ordinary industrial development...in a stable, home- 


owning citizenry. 


In the Rockford Morning Star and Register-Republic 
‘ou can reach 80,007 families daily, 93,604 with Sunday 
issue, (circulation: March average). 


A. B.C. 
CITY ZONE 


122,601 


» ABC —— 377 854 
ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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Sales Volume Is 
Up At Summer 


Furniture Show 


(Continued from Page 1) 
wool carpets, which have exper- 
ienced three price increases al- 
ready this year. Carpet industry 
spokesmen predict further in- 
creases due to shortages of carpet 
wool. 


w Television has been a major 
factor, in the opinion of several 
speakers at the market, in stimu- 
lating home furnishings sales. One 
of the reasons most often advanced 
was the desire on the part of TV 
set owners to own more attractive 
furniture now that television set 
owners do more entertaining, and 
consequently are more conscious 
of how their old furniture looks. 

Appliances, particularly for the 
kitchen, were in heavy demand, 
with two major manufacturers re- 
porting very heavy sales. Nash- 
Kelvinator reported that sales of 
refrigerators, ranges and freezers 
are running way ahead of last year 
and may exceed record totals of 
1948. Norge division of Borg-War- 
ner also reported sales running 
well ahead of 49 and thought 1950 
sales will top last year’s. 

Despite price reductions, tele- 
vision set manufacturers were 
optimistic about sales for the year, 
with estimates ranging from 4,- 
000,000 to 6,000,000 sets. The price 
reductions generally were at- 
tributed to improved methods of 
mass production which enabled 
manufacturers to save on costs. 


a Chromium kitchen and dinette 
furniture continued this year to 
be one of the fastest-moving 
groups at the market, with deal- 
ers reportedly placing more orders 
than last year. One reason for 
the popularity of these lines 
seemed to be the price, which has 
not advanced in recent years as 
rapidly as some other furniture 
prices. 

One manufacturer gave as the 
reason for this the smaller increas- 
es in both steel and plastic prices, 
as compared with the sharp rise in 
lumber costs since the war. He 
also estimated that sales of chro- 
mium furniture had risen from 
$500,000 when it first was mar- 
keted in 1938 to over $150,000,000 
today. 

A check of furniture makers 
who advertise nationally and pro- 
mote brand-name furniture re- 
vealed that most of them plan to 
increase their advertising bud- 
gets, and some who have restricted 
their national cdnsumer ads to 
shelter publications plan to go into 
women’s magazines and other con- 
sumer publications. 

One of the large manufacturers 
estimates its total 1950 expendi- 
ture on national advertising and 
point of sale promotional material 
at about $700,000 to $800,000, 
while still another plans to spend 
close to $500,000. 


= Some large furniture manufac- 
turers, who do a multi-million 
dollar business but no national ad- 
vertising, were queried by AA as 
to their reasons for not advertis- 
ing nationally. Two of them re- 
ported that they didn’t need to ad- 
vertise, because they had no brand 
name to build. Their furniture car- 
ries no brand name, and when 
the dealer sells it, they said, no 
one knows who made it. 

When asked if they thought it 
might not be more profitable to 
build a brand name and merchan- 
dise it through national advertis- 
ing, the opinion generally ex- 
pressed was that business was 
good for them as they now op- 
erated, and that any attempt to 


FOR JOE—Simmons Co. ran this full-page 
ad in the Chicago Tribune during furni- 
ture market week, and is actually ship- 
ping the mattress to Stalin, via Scandina- 
vian Airlines air express. The ad, placed 
by Young & Rubicam, was the hit of 
special market week copy, and was 
given widespread publicity. 


Beautyrest Mattress 
Sent to Stalin; Ad 
Tells All About It 


Cuicaco—Joe Stalin is getting 
a Beautyrest mattress, free, and 
Simmons Co. told Chicago about 
it last week in full-page newspaper 
space in the Chicago Tribune. 

Picturing Russia’s leader in bed, 
smiling as he lounges in hammer- 
and-sickle decorated pajamas, Sim- 
mons suggested that “maybe you 
aren’t getting proper rest at night,” 
and with the Beautyrest “you’ll 
feel...so downright relaxed you 
won’t feel like fighting anybody.” 

Simmons’ copy, by Young & Ru- 
bicam, also pointed out that its 
mattress costs only 1%¢ a night— 
“not bad for a capitalistic coun- 
try, eh, Joe?” 

One quick result: On Friday, 
Nelson Brothers furniture store 
in Chicago ran a 600-line ad in 
the Tribune to announce it is 
adding a Kroehler lounge chair 
and ottoman for Stalin to relax 
in by day—plus a year’s subscrip- 
tion to the Tribune. 

George H. Hartman Co. prepared 
the ad. 


build a brand name would be an 
unnecessary expense. 

Some manufacturers whose sales 
volume is high gave as their rea- 
son for not advertising the fact 
that they do not have national dis- 
tribution, and therefore feel that 
they would not get full value from 
use of national media. One of the 
major reasons why many manu- 
facturers don’t distribute country- 
wide is the high cost of shipping 
furniture. 


w Furniture sales_ traditionally 
have been made on a personal 
basis, and the majority of them 
still are made that way today. 
There are, according to the Bur- 
eau of the Census, over 3,000 fur- 
niture manufacturers in the United 
States. Of these, only about 10% 
sell over $1,000,000 a year. 

There is a gradual trend in the 
industry towards greater central- 
ization, with many of the larger 
companies expanding, and it is 
principally these companies that 
are expanding their advertising. 

Neither the bedding industry nor 
the rug and carpet industry has 
the same advertising problem that 
faces many furniture manufactur- 
ers. Several large bedding com- 
panies are extensive ‘national ad- 
vertisers, and there seems to be 
more emphasis on brand recogni- 
tion in this segment of the home 
furnishings field. Some bedding 
manufacturers who do not feel that 
they can carry on individual cam- 
paigns have banded together and 
do cooperative national advertis- 
ing. ° 

Most rug and carpet manufac- 
turers have long identified the 


Last Minute News Flashes 


Transcontinental TV Gets FCC Go Ahead 


WASHINGTON—Transcontinental TV programming will become a 
reality Jan. 1, 1952, under an American Telephone & Telegraph Co. 
plan to connect Omaha and San Francisco by 55 microwave relay 
stations, approved Friday by the FCC. The New York-Chicago relay 
links are about ready and the extension to Omaha will be completed 
about April 1, 1951. 


Mutual Life Takes 24-Page ‘Times’ Section 


New York—Mutual Life Insurance Co. took an entire 24-page mag- 
azine size section in the New York Times yesterday, June 25, to pub- 
licize its new, 25-story home office at Broadway and 55th St. Ads of 
58 other companies which helped to furnish the new building also 
were included in the section. Mutual distributed 30,000 extra copies 
to its employes, agents and representatives. Doremus & Co. is the 
agency. 


Honey Butter Products Promotes Cook to V. P. 


IrHaca, N. Y.—Honey-Butter Products Corp., manufacturer of 
Downey’s honey butter, has elected Alfred P. Cook, previously sales 
manager, as vice-president in charge of sales and advertising. 


Safeway Farm Campaign Tells Selling Story 

San Francisco—Safeway Stores has started a special advertising 
program in 71 farm publications covering the principal farm product 
buying areas of the company to give food producers a better under- 
standing of retail costs. Continuing through November, 48 monthlies, 
8 weeklies, one bi-weekly, 2 dailies and 12 semi-monthlies will carry 
monthly 9x13” ads on how much of the food dollar goes for selling. 
J. Walter Thompson Co. here is the agency. 


Schick Names Crittenton; Other Late News 


e Schick Inc., manufacturer of electric razors, has named Charles N. 
Crittenton, formerly sales manager of Lever Bros.’ bulk edible de- 
partment, as director of advertising and sales. 


e Clayton & Co., Battle Creek, Mich., has rejoined Standard Outdoor 
Advertising Inc., New York, and becomes the 19th member of the 
Standard group. 


@ George Hall, former advertising manager of Living for Young Home- 
makers, has been named by Street & Smith to be group advertising man- 
ager of Charm, Living for Young Homemakers and Mademoiselle, a 
new post. Morrison “Shiner” Beggs, formerly of House Beautiful, has 
been named eastern advertising manager of Living, effective July 1. 


e Latest count on Mutual’s super co-op, the baseball “Game of the 
Day,” shows a lineup of 3,100 advertisers, bringing to nearly 5,000 
the total number of co-op sponsors on the network. 


e Alan L. Radcliff, formerly a vice-president of Gordon & Rudwick 
Inc., New York, has been appointed advertising and sales promotion 
director of Hygrade Food Products Corp., Newark. 


e Hudnut Sales Co., New York, has placed the advertising of Richard 
Hudnut Fragrances with G. Lynn Sumner, New York, which plans 
insertions in a number of class, screen and general magazines between 
Sept. 1 and Dec. 31. Hudnut Fragrances has been inactive, advertising- 
wise, for several years. 


e First consumer advertising for Milium, a metallic coating which 
gives fabrics “warmth without weight,” will break the latter part of 
August. A product of Deering, Milliken & Co., New York, Milium has 
previously been advertised only in business papers. Young & Rubicam 
is handling the advertising. 


e Lewis Advertising, Newark, has been named by Renfield Importers 
Ltd., New York, to direct the advertising of Cointreau liqueur and 
Cointreau cordials. Lewis plans a pre-Christmas campaign using full- 
page four-color ads in 11 national magazines. The campaign will be- 
gin in September issues. Owen & Chappell Inc., New York, previously 
had the account. 


e Alan M. Lanard, formerly advertising manager of W. A. Haller 
Corp., has joined the media staff of Ward Wheelock Co., Philadelphia 
agency. 


e D. D. Knight has resigned as public relations director of Station 
WLAV, Grand Rapids, Mich., to become copy chief of Jaqua Co., 
Grand Rapids agency. 


e Charles V. Lipps, formerly eastern division sales manager of the 
Carnation Co., New York, has been appointed general sales manager 
of Simoniz Co., Chicago. 


products they make, and the major 
companies in this field conduct 
quite extensive national cam- 
paigns. 


Movie Industry Acts 


FCC Finally Okays 
‘Saturday Night’ 


WASHINGTON—National Broad- 
casting Co.’s revised contract ar- 
rangement for its 2% hour “Sat- 
urday Night Revue” has won the 


on Ad Regulation 


New YorK—The Motion Picture 
Association of America has banned 
advertising that uses misconduct of 
film personalities as a promotion 
wedge in pushing movie attend- 
ance. 

This action was taken at a 
closed meeting presided over by 
Eric Johnston, president of the 
association, and followed adverse 
criticism of the industry over ad- 
vertising of “Stromboli.” 

During the meeting a new sec- 
tion was added to the industry’s 
self-regulatory advertising code to 
allow withdrawal of approval by 
the association of advertising like- 
ly to become objectionable due to 
unforeseen circumstances. 


legal approval of the Federal Com- 
munications Commission. 

FCC on Thursday told Allen B. 
DuMont Laboratories, which last 
December complained that NBC’s 
plans to tie up stations for 2% 
hours was monopolistic and un- 
fair, that NBC violates no chain 
broadcasting regulations in _ its 
revised plan. Stations may reject 
half-hour segments of the Satur- 
day night show “without any fi- 
nancial detriment,” FCC ruled. 

The commission also granted 
regular license renewals to five 
NBC affiliates as a result of the 
ruling. The «stations are WISN, 
Milwaukee; WMMN, Fairmont, W. 
V.; WWJ and WWJ-FM, Detroit, 
and WPTZ, Philadelphia. 
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Biggest Philco 
Drive to Start 
in September 


AtTLaNTIc City—Philco Corp. 
will introduce its new lines early 
in September with the largest and 
most ambitious advertising cam- 
paign in its history. Total advertis- 
ing appropriations this year will 
top $23,000,000. 

Full-color ads in national con- 
sumer magazines will highlight the 
new campaign, John F. Gilligan, 
vice-president in charge of adver- 
tising, said at a press preview the 
evening before he disclosed adver- 
tising plans to more than 1,200 rep- 
resentatives of distributing organi- 
zations at a méeting in Convention 
Hall. 

The Philco party here, the 
largest ever sponsored by an ap- 
pliance manufacturer, cost the 
company $1,000,000 to play host to 
more than 6,000 distributors, deal- 
ers and the press. Nothing was too 
good for the men who sell Philco 
products. The company took over 
Convention Hall, the largest in the 
world, and 14 beachfront hotels 
from June 16 through 21. 

Philco will be the top advertiser 
among appliance manufacturers, 
Mr. Gilligan said during the mid- 
summer sales convention. In addi- 
tion to increased magazine space, 
the company will increase sponsor- 
ship of radio and television shows, 
will use outdoor posters through- 
out the country, and will use news- 
papers and films more frequently. 


s Plans include at least a full- 
page ad once a week in every 
key distributing area. Touching off 
the magazine campaign immedi- 
ately after Labor Day will be a 
four-color spread in The. Saturday 
Evening Post promoting “Balanced 
Beam” television. 

The new Philco radio and radio- 
phonograph lines also will be 
given full-color treatment, for the 
first time in several years. The 
popular Philco “Television Play- 
house,” seen on the NBC network 
every Sunday night, will be ex- 
panded from 34 to 61 television 
cities. Don McNeill’s “Breakfast 
Club,” heard each weekday morn- 
ing on ABC, will continue to pro- 
mote Philco appliances. 

Outdor posters, also promoting 
“balanced beam” receivers, will 
make their first appearance on 
Sept. 15 and continue through 
Christmas, as will the entire fall 
campaign. New television and ra- 
dio spot announcements are being 
prepared for dealers. 


s Newspaper advertising will not 
only be the most intense in the 
company’s history, but probably 
the most expansive. James H. Car- 
mine, executive vice-president of 
Philco, said the company expects 
sales of about $180,000,000 during 
the next six months. Based on this 
figure, the company would appro- 
priate $9,000,000 for cooperative 
advertising in all media. If dis- 
tributors match this figure, coop- 
erative advertising figures will 
total about $18,000,000. In addition, 
he said, the factory is planning to 
earmark about 3% of its sales for 
national advertising purposes. Hut- 
chins Advertising Co. is the agen- 
cy. 
Speaking to one of the largest 
Philco sales meetings in the com- 
pany’s history, William Balderston, 
president, said Philco is planning 
to manufacture and sell more than 
1,000,000 television sets this year. 
Philco is anticipating total sales of 
more than $300,000,000 for the 
year. 


Gruneau Research Moves 
Gruneau Research Ltd., Toronto, 

has moved its offices from 80 Rich- 

mond St. W. to 20 Bloor St. W. 
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Gets Furniture Account 


John Harder Fenstermacher, 
Corry, Pa., sales and advertising 
consultant, has been retained by 
York & Foster Inc., Union City, 
Pa., manufacturer of oak and 
chrome dinette sets. National ad- 
vertising is planned with direct 
mail and trade advertising already 
under way. 


DO YOUR OWN 


plastic binding 


for only a few pennies a book 


You can definitely improve the ef- 
fectiveness of your catalogs, pres- 
entations, reports, with GBC plastic 
bindings and equipment.* You save 
more than 50% over fastener-type 
covers. Booklets open flat . . . pages 
turn easily ...have added color. 
Anyone can operate. Complete GBC 
equipment costs less than a type- 
writer! 

*Patents Pending 


Special free trial offer try this 
equipment in your own office or plant. 
No obligation. Satisfaction guaranteed! 
Send today for full infor- 
mation and 2 FREE handy 
pocket memo books bound 
on this equipment. 


General Binding Corporation 
808 W. Belmont Ave., Dept. AA-6-26 
Chicago 14, Ill. 
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Supreme Court Asked fo Settle Ruling 
on Advertising Product Limitations 


WASHINGTON—The Department 
of Justice asked the Supreme 
Court last week to establish beyond 
a doubt the right of the Federal 
Trade Commission to force a drug 
manufacturer to reveal the limita- 
tions as well as the merits of his 
product. 

In asking the high court to in- 
tervene, Solicitor General Philip 
Perlman said a lower court ruling 
last March canceling important 
portions of an FTC order against 
Ada J. Alberty was based on a 
narrow concept of the commission’s 
power over advertising. 

According to the Justice De- 
partment, FTC was well within 
its right when it told the Alberty 
concern that Oxorin tablets, an 
iron deficiency compound, could 
be advertised as a relief for lassi- 
tude due te simple iron deficiency 
only if “the advertisement reveals 
that the condition of lassitude is 
caused less frequently by simple 
iron deficiency anemia than by 
other causes and that in such 
cases this preparation will not be 
effective in relieving or correct- 
ing it” (AA, March 27). 


= In a two to one split, the court 
of appeals here held FTC has no 
power even under “the broadest 
possible concept of the law” to 
compel an advertiser to tell the 
public that his product is more 
frequently valueless than valuable. 

The Justice Department con- 
tends that “Congress has explicitly 
provided that an advertisement 
can be false for what it does not 
say as well as what it does say.” 


Any Way You Look at It... 


ume of Accounts — 


KRNT is the 
LEADER 


in Des Moines, 
THE CENTER OF THINGS IN IOWA 


Highest Hooperated — Biggest Vol- 


Highest News 


Ratings — Most Highest-Rated Disc 
Jockeys—Tops in Promotion Facilities 


The Hooper Audience Index, March-April, 1950, Shows: 


I ous 00s 5.00 ce ew s KRNT has a 96.7% greater audience 
than the No, 2 station. 


AFTERNOON............ ... KRNT has a 49.6% greater audience 
than the No. 2 station. 

RLS ob aie Gio aa 'e'ese 0 8 . . KRNT is 1.0 percentage points below 
the No. 1 station. 

SUNDAY AFTERNOON........ KRNT has a 11.5% greater audience 
than the No. 2 station. 

SATURDAY DAYTIME......... KRNT has a 26.1% greater audience 
than the No. 2 station. 

TOTAL RATED TIME PERIODS. . . KRNT has a 41.9 greater percentage 


than the No. 2 station. 


THEY BUY KRNT... 
SAY: “ANY TIME IS 


THOSE ARE FACTS ADVERTISERS KNOW WHEN 


THE STATION THAT CAN 
GOOD TIME ON KRNT” 


ES MOINES — THE aeoister AND TRIBUNE STATION. 


REPRESENTED BY T 


He Kath AGENCY 


It pointed out that in Donald- 
son vs. Read Magazine recently 
the Supreme Court ruled “adver- 
tisements as a whole may be com- 
pletely misleading although every 
sentence separately considered is 
literally true. This may be because 
things are omitted that should be 
said or because advertisements are 
composed or purposefully printed 
in such a way as to mislead.” 


Riker to Market 
Veriloid in Stores 
Other Than Rexall 


Los ANGELES—Riker Laborator- 
ies, an independent subsidiary of 
Rexall Drug Co., plans to market 
its new Veriloid, employed in the 
treatment of hypertension, through 
conventional drug channels rather 
than through Rexall stores ex- 
clusively. 

This will be Riker’s first product 
marketed outside the Rexall chain. 

A campaign for Veriloid will 
be launched in July, using two- 
color spreads and four-color pages 
in medical journals. Thereafter, 
ads in two colors will be used. 
Direct mail also will be used. L. 
G. Maison & Co., Chicago, has been 
appointed to handle the campaign 
to the medical and drug pro- 
fessions. 

Veriloid, a new alkaloidal frac- 
tion of Veratrum viride, has been 
used clinically for more than a 
year. It has proved to be of value 
not only in simple hypertension but 
also in severe essential and malig- 
nant hypertension, Riker says. 
Veriloid will be available only by 
prescription. 


REXALL CHANGES NAME 
OF ITS PUBLICATION 

Los ANGELES—Rexall Drug Co. 
has announced the change of the 
name of its “Rexall Magazine” to 
“Hometown Magazine” and is con- 
sidering the acceptance of general 
advertising. The name change will 
be effective with the October issue 
of the consumer publication, which 
now has close to 1,000,000 circula- 
tion. 

The monthly, which has been 
published since 1912, has until 
now limited its advertising to com- 
pany products sold exclusively in 
the 10,000 Rexall drug stores 
throughout the country. Accept- 
ance of general advertising de- 
pends on the interest shown by ad- 
vertisers. 

Nearly a third of “Hometown’s” 
readers receive the publication by 
mail. Many of the druggists, who 
distribute it free to their custom- 
ers, utilize a special mail service 
direct from printer to householder. 


Names James Pedder V. P. 


James F. Pedder, manager of 
the advertising and sales promo- 
tion division, Dearborn Motors 
Corp., Detroit, 
has been appoint- 
ed vice-president 
in charge of ad- 
vertising. Prior to 
joining Dearborn 
Motors in 1948, 
Mr. Pedder was 
vice - president 
and account ex- 
ecutive of Meld- 
rum & Fewsmith, 
and before that 
was advertising 
manager of the 
Fr'gidaire division of General 
Motors. 


Apex Appoints Amsterdam 


Louis Amsterdam, formerly sales 
manager for American Dishwasher 
Corp., has been named assistant 
product sales manager of the dish- 
washer division of Apex Electrical 
Mfg. Co., Cleveland. 


James Pedder 


From the looks of Pages 96 and 
97 of The Saturday Evening Post 
this week, it’s hard to believe Corn 
Products Refining Co. and Bea- 
trice Foods Co. don’t have a tie-in 
plan for advertising their dextrose 
and Meadow Gold ice cream. Corn 
Products’ full-page dextrose ad 
and the facing half-page Meadow 
Gold ad feature illustrations of a 
cake with strawberries and ice 
cream with strawberries that are 
startlingly alike, particularly in 
color. 

But it’s no tie-up. Beatrice’s ad 
manager, W. H. East Jr., asked 
Wednesday to comment, said he 
hadn’t seen the magazine yet and 
had no idea what runs opposite 
his copy. 

o * ° 

AA got two phone call inquiries 
Thursday, a minute or so apart, 
one by an agency head asking if 
we knew of a bright young man 
who’d like a job at fair wages 
learning the advertising bus- 
iness, the other from a TV show 
packager saying he had more 
clients than shows and did we 
know of anyone wanting to sell a 
TV package. 

Signs of the times? 

* * 

That “more than $4 million in 
TV billings,” identified as perhaps 
the largest TV billing of any agen- 
cy in the BBDO story in ApDvVER- 
TISING AGE, June 19, has caused 
considerable pencil sharpening in 
the trade, If it applies to 1949 bil- 
lings, say some, it’s pretty close to 
the top, but if ’50 billings are re- 
ferred to, $4 million won’t gain a 
first position, or maybe even a sec- 
ond or third. For example, Young 
& Rubicam is reported to have 
billed over $4 million in TV last 
year, and will hit at least $6 mil- 
lion—and maybe a good deal more 
—this year. 

a . . 

Universal C.I.T. trade copy ad- 
dressed to auto dealers is sure to 
make other insurance companies 
see red all over the lot. Current 
copy, demonstrating how a dealer 
overcomes the sales objection of 
the buyer who has a friend in the 
insurance business, quotes the 
dealer telling the customer: 

“Suppose you had bought your 
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own insurance and then your car 
is in an accident. What happens? 
The insurance company is likely 
to keep you waiting while they 
shop around in alley garages or 
just anywhere for the cheapest job 
they can get by with and still call 
it repairs.” 

That sort of thing doesn’t hap- 
pen, the ad says, when the dealer 
sells his car buyer Universal 
C. I. T. insurance. 


‘Better Homes & Gardens’ 
Transfers Welch to Detroit 


Dan Welch, who has been a 
salesman in the Chicago office of 
Better Homes & Gardens, will be 
transferred to 
Detroit as rep- 
resentative of 
BH&G about 
mid-August. He 
succeeds Karyl 
Van, who has | 
been made assist- 
ant advertising 
manager  oO1 
Meredith Pub- 
lishing Co., Des 
Moines, publisher 
of BH&G (AA, 
June 19). 

W. C. Olendorf, formerly a sales- 
man for Science & Mechanics, has 
replaced Mr. Welch in the Chicago 
office. 


‘Canadian Trade Index’ Out 


Canadian Manufacturers’ Asso- 
ciation, Toronto, has published its 
annual issue of Canadian Trade In- 
dex, distributed in Canada and 
abroad since 1900 to develop Can- 
adian industry, commerce and 
foreign trade. Priced at $7.50, the 
edition includes a thoroughly re- 
vised list of approximately 10,000 
Canadian manufacturers. 


Sand Knitting Mills to Allan 

David Allan & Associates, Chi- 
cago, has been named to handle the 
advertising of Sand Knitting Mills 
Co., Chicago, manufacturer of ath- 
letic knitwear and clothing. 
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Marketing Research Gets 
Much Attention at 5th 
| Public Opinion Institute 
» LaKE Forest, Itut.—Marketing 
Mand public opinion researchers 


now have methods for testing the 
‘intelligence of persons interviewed 


‘without the respondents’ knowing 
Sthat they are taking a test. 


The techniques were described 
by William Lydgate of the Amer- 
ican Institute of Public Opinion, 
at the fifth annual conference on 
public opinion research here last 
Monday. The conference was 
sponsored by the American Asso- 
iation for Public Opinion Re- 
search and the World Association 
for Public Opinion Research. 

Mr. Lydgate said that research- 
rs have long been interested in 
developing an objective, brief and 
accurate intelligence test which 
ould be given on the doorstep. 
Whereas other criteria, such as 
education, income, home owner- 
ship, etc., are easy to check, in- 
telligence of the respondents (and 
thus their competence) previously 
has been difficult to determine. 


s He outlined details of a five- 
question test developed at the 
University of Minnesota. Intelli- 
gence data turned up by the test 
has been found to correlate very 
well with standard intelligence 
tests. 

Main advantages of the Minne- 
sota test are that the questions ap- 
pear to be innocent, may be in- 
serted in any questionnaire at ran- 
dom, require a very few minutes 
for answering and provide a good 
basis for determining the intelli- 
gence of the respondent. 

The development and perfection 
of such tests eventually may make 
it possible for magazines, newspa- 
pers, radio stations or other media 
to sample their audiences and 
compare the intelligence of the 
audience with the intelligence of 
the general public. 


s The public opinion researchers 
at the meeting displayed an in- 
creasing awareness of marketing 
problems and, at the same time, 
presented a variety of ideas which 
may become important to adver- 
tisers and marketers. Typical are 
the following: 

1. Prof. Frank R. Kennedy of 
the University of Iowa predicted 
that opinion poll data eventually 
will win full judicial respect. and 
will become a vital tool in trade- 
mark infringement and other dis- 
tribution litigation. 

2. George Gallup of Gallup & 
Robinson outlined the progress 


low Interviewers Now Deftly Give 
FiO Tests Told at Pollsters’ Meeting 


which has been made on the 
“impact” method of copy testing, 
and Claude Robinson predicted 
that the work will result in a 
scale by which the sales interest 
aroused in readers of ads may be 
accurately measured. He said that 
such a sales interest scale may be 
produced in “about two or three 
years.” 

3. Leo Bogart of Standard Oil Co. 
of New Jersey predicted that man- 
agement will become more and 
more interested in public opinion 
and survey techniques. He said 
that profit no longer is the only 
motivating factor for established 
businesses. Executives of such 
corporations also are interested in 
maintaining stability, he said, and 
thus are bound to turn to public 
opinion research. 


= But there also were discords 
sounded at the meeting. For ex- 
ample: 

A. There appears to be a widen- 
ing schism between the commer- 
cial researchers and their aca- 
demic counterparts. 

B. Most of the money spent on 
opinion research goes into applied 
research. Very little is being spent 
on developmental investigations. 
As a result, despite increased use 


jof research techniques, the tech- 


niques themselves are not being 
improved proportionately. 

C. The question of standards for 
opinion research again brought 
forth controversy. For the present, 
at least, no minimum standards 
will be adopted generally. But the 
pressure for a code of standards 
continues to build up. 


a D. The problem of whether the 
social studies in the future will 
tend to amass qualitative data 
with laboratory controls, or will 
be concerned with exploring the 
problem of values and their in- 
fluence upon human beings has 
not been settled. Proponents of the 
two ideas are as far apart as they 
were a year ago (AA, Feb. 21, 
1949). 

In addition, most of the com- 
mercial research men are faced 
with the necessity for reaching a 
compromise, on most projects, be- 
tween the most accurate research 
methods and budget limitations. 

And even more important is the 
need for finding something in the 
results which will make the bill- 
paying client happy. This require- 
ment often results in wrestling 
matches between the researchers 
and their consciences. 


ws Hans Zeisel, associate director 
of research, McCann-Erickson, 
estimated that total U. S. adver- 
tising expenditures in 1949 were 


about $5.2 billion, and added: “But 
the influence of research on ad- 
vertising, as yet, is not too great.” 

He said that basic research 
problems in the field of media 
used to carry the advertising mes- 
sage have been solved to a large 
extent. 

“However,” he said, “in my 
opinion, there should be many 
more mathematical studies of cov- 
erage...The whole problem of 
media coverage for any advertiser 
should be resolved into a chart 
showing the number of people who 
won’t see any ads on the schedule; 
the number of people who will 
see one ad; the number who will 
see two ads, etc.” 


a Dr. Zeisel suggested that ad- 
vertisers abandon their calcula- 
tions designed to find out the cost 
of reaching a reader, and sub- 
stitute calculations aimed at de- 
termining the cost of reaching a 
prospective buyer of the product. 

As an example, he cited the au- 
tomotive field, in which “60% of 
all the new car purchases are 
made by 20% of the people in the 
top income brackets.” If an auto- 
motive advertiser places an ad in 
a medium which reaches this 
20%, one in every six homes 
reached will be a prospect. 

“We know where to place ads,” 
continued Dr. Zeisel, “but research 
men don’t know what to put in the 
ads...We know too little about 
what the ad message will do in 
terms of sales...And the real 
question is ‘what happens to sales 
as the advertising budget in- 
creases?’ ”’ 

He added that McCann-Erick- 
son now has a project under way 
to chart such effects. 


a Commenting on product re- 
search, he said that present meth- 
ods always penalize new designs. 
“Almost no product research ex- 
tends over a sufficient length of 
time to allow people to become 
accustomed to new designs,” he 
said. 

Standard Oil’s Mr. Bogart pro- 
posed that larger corporations 
might consider setting up a prod- 
uct, public opinion and market- 
ing research laboratory similar to 
their industrial research labora- 
tories. 

He outlined his company’s ac- 
tivities in the opinion research 
field, and said that, ‘on the whole, 
popular conceptions of corpora- 
tions are remarkably stable... 
The attitudes may become more 
or less favorable temporarily be- 
cause of strikes or price cuts, but 
they usually return to about the 
same place.” 

He said that despite Standard’s 
huge institutional advertising ex- 
penditures, the company has no- 
ticed very little change in general 
attitude. Standard’s experimental 
radio show, used in two cities, has 
resulted in some change in definite 
ideas among the citizens, but al- 


most no shift in their over-all at- 
titude toward the company. 


e Mr. Bogart declared, however, 
that the evidence assembled to 
date is inconclusive, hence its cur- 
rent series of tests. “The propor- 
tion of the population which is 
hostile to the company is small 
and constant,” he said. Investiga- 
tion of this hostile group, he con- 
tinued, indicates that the hostility 
is rationalized to the tenor of the 
times (lack of patriotism in war 
time, monopoly in depression days 
or when monopoly is a favorite 
political charge). 

One of the most explosive sub- 
jects to arise at the meeting was 
the question of standards. Dallas 
W. Smythe, University of Illinois, 
sent a paper to the conference in 
which he argued that, while opti- 
mum standards might bog down 
in the commercial competition, 
minimum standards should be set 
up. 

He suggested that these minima 


include sources of erroneous in- 
ference and the possibilities of 
various types of bias. Members of 
the audience argued the subject 
pro and con. One speaker men- 
tioned that the government is ex- 
amining the possibility of setting 
up standards which could be writ- 
ten into contracts. 


Serving 
4 10 Million 
Persons, 
including 
* 3 Million 
Farm 


Population 
* Blanke? coverage .etail lunber, 
building material and coal yards. 
® NORTHWEST publication covers 
Minnesota, Wisconsin, North and 


South Dakota. 
1OWA publication covers lowa. 
1013 Fourth Ave. Se., Minneapolis 4, Minn. 


CALL ON US TO CREATE YOUR CALENDAR 


for better calendars 
better see us - 


Ketterlinus : 


LEADERS IN LITHOGRAPHY FOR MORE THAN A CENTURY 


| PHILADELPHIA + CHICAGO + NEW YORK + BOSTON ] 


tional colors. 


SUNDAY... Black and one color. 


RUN of PAPER 


ULL COLO 


now available in 


BUFFALO 


DAILY...Black and 1, 2 or 3 addi- 


| : wt : i %, : Ses ee z cee etree os. By : Pe a as y 
at ee a ore i. Giro mee, oh aie 2 a. Aa eae ee a a on, ES I Renata mann ate: cee fad BR (Se Sie gel gern i Rhee da - ete re) ane Ree Bel hie i: a a ee ae ne re 
" ‘i al é iy 
car 
ens? 
kely § 
they 
5 or 
| 
call 
¥ 
| 6 le 
| 
= Vale . 
Tsal ° 
4 4000 Dealers M. 
; | | 
| DEALER| & 
n a | 
e of 
| be 
a ee = * 5 
igo ses ele > | Sa | 
a eee | |) oe. | ee 
i on Ook a. 2 \4 (el Ty 7 LEHIGY : Be - ok 
| ian eo ree 1 hm ana , i « af 
seme * —= = WHA o4 = 4 uf * ve “ 
les- |r — ote ' 451 1 NF oh 
nt . 4 . | A - 
has a = : > FY - CEMBER v ° : 
“ago | oS = ae oe . » ate ig g :. 
ay oy D| ae. ; : a 
BALTIMORE OHIO RAILROA pendent edieeiae 4 5 re a se 
- ne. +t¥1 pe 4 “= séenrenr . iv > 
bade) soshbee is%base jbsins DP 2 2 ~ : 3 
it PY sith hiv, mui? AND PAPUA COMPANY shes B28 2 Any - teay 2 
rata SO or Galan 23 ey : 
ates od 
its pes CO | 
In- Sh ae c 2: 
hh ai a s . hy ; e Ty 70 a , - 
an- TATE re Ps ~.— “ y Bai, 
and putt - a ‘ .. % 
- “RLINY Ne o ne, ‘ sc 
the KETIERLE Page | = v 
re- we —me ne +. se: < 
000 ec HRCA _ es 
4 Os gee Ee me ==. V i 
eae _ _ /_—— " 34567 sane a ny OF Rg Lette ag : 
BO, Vi sciib cesses csatic| sowumow oer tame —— oe 
! Rms \ 22052 32525 2580) oscar Loh l eas eee f om 
_ a ate Fei ita lata ie 
err SSande Sobers osse gt - as ae 7 
[ills he ye BM 2 aha oS TG a, % 
th- rise hnw ——— a : 
is? 7 6 w i ‘ * 
Shwe es : : my 
sep? BF we i % a 
eet ay et S11 | f Re 
Sebbeee 2% | * 
“ re - 
| —A> ™ 
e a 
e ’ 7 
it 
- 
N , ! 
Bo | 
T a bs 
ji a 
sat Co ie 
st Shet 
. as ee 
t is 
“ Fe lis 
0, mee 
~ - § pet 
f ile a - 
Bac ‘ 
a ee ame cit 
1950 pUrFALO Vo ‘ 
in For VVUT | = 
i Mere q 
Detaile COMPRESS | ==- A 
HI Pouca EXPRESS | 4 
; g ; VES: he 
° . F eon marcen & SCOT! * 
. osBoRN. aa 
Se er ee eee eR A a Te a Oe ee gee eae en ae ee me ee mT Tn are game ccs oy rr mg) er cer wim et ey rn Meee oe oa tag ce Minn ei NCR, TaN yaty ge Goeum gpm Cw 


“Does anyone really believe that national advertising is so B effectany 
that it will produce sales all by itself? | 
If so, we may as well dispense with 
the retailer at once and use auto- 
matic vending machines. No, the 
retailer still has his place in distri- 


bution, and it is an important one.” 


L. B. Sappington, Vice President 


J. L. HUDSON CO., DETROIT 


Thaw gore 4 Mr. Sappington. Your statement is an effective reminder that the retailer 


is a vital influence on every purchase a consumer makes. 


Through the traffic his store commands, through his OWN newspaper 
advertising, through his OWN radio and television shows, through his 
OWN staff of sales personnel, Mr. Retailer is influencing and selling 
billions of consumers. (Over 2% billions of people pass annually 


through America’s department stores alone.) 


He is in a position to select from many competitive nationally adver- 


tised products those lines which he will feature, promote and push. 


In any marketing area he can be either your competitor or your local 
“sales manager.” The kind of trade relations job you do determines 


which it shall be. 


AND HERE’S WHY HAIRE TRADE PUBLICATIONS ARE 
YOUR BEST MEDIA FOR INFLUENCING RETAILERS 
You can assure yourself of an adequate share of Mr. Retailer’s power 


to move your merchandise’ by earning his loyalty and enthusiasm for 


your goods. Consistent advertising in Haire publications—the “MUST” 


reading for aggressive merchandisers—can help you do this effecti 


—economically. 


In 10 specialized consumer goods fields Mr. Retailer. looks fon 
trade information and his promotional inspiration in his own H 
specialized publication. And that’s where he finds the mere. 
dising ““know-how;” the new products; the “how to” of buy 
selling, promoting, advertising and training of his sales peo | 


The roster of subscribers to Haire publications is a retailers “VW 
Who.” Take for instance the J. L. Hudson Company. The buye 
this great store—second largest in the country—have been subscri 
to Haire publications for several generations. Today there are 39 
subscriptions going into Hudson’s including every Haire publica 
This coverage is multiplied in every important retail outlet throug§ 


the country. 


You therefore get the most effective retailer coverage at the 


est cost in the Haire specialized publication of your field. 


Get your share of the retailer’s power to move merchandise in behalf of your product. Win his coopera- 
ation with a sound trade relations job in the publication that offers the greatest reader response — your 


specialized Haire publication. 


HAIRE PUBLICATIONS ARE MORE EFFECTIVE BECAUSE THEY'RE MORE SELL-ECTIVE 
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